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volume by stocking a complete 
known brand of juvenile foot - 
wear. 


© post card will bring our salesman fo your store. © 


FRIEDMAN-SHEEBY i/. 


INTERNATIONAL SHOE CO. 
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S6WV HEN you have a really big 
job of writing to do, assign it to 
some studious persons who has 
brains and ability, who will work 
like a galley slave, who has vision 
and imagination—and who at the 
beginning does not know too much 
about the subject.” (50th anniver- 
sary issue—Printer’s Ink.) 


* * * 


. thyade en. THAN 1920 
CACO & co 





WITH their block-long Broadway 
front boarded up for the installa- 
tion of new, modern windows, R. H. 
Macy’s are going ahead, voicing 
their optimism in various messages 
in their 34th Street windows, one 
of which reads: 


“MORE AND BETTER BUSI. 
NESS. We're not crystal gazers. 
We’re not prophets. But we’ve got 
a hunch that more and better busi- 
ness will come this Fall. Manufac- 
turers, store executives, trade pa- 
per editors and lots of plain people 
have a habit of regarding the 
World’s Largest Store as a barome- 
ter of the retail world. Well, the 
old cash barometer is behaving 


nobly and things are looking up 
for Fall. 

“We dusted off our records the 
other day and found that during 
the first six months of 1938 we 
sold 6,194,414 more things than in 


the same period in prosperous 1929. 


True, customers had less to spend 
this year, but they bought MORE 
things, good things, too, thanks to 
lower prices.” 


*% * *% 


GEORGE J. MAROTT, Indian- 
apolis business and civic leader, 
inaugurated a new idea in giving 
to the Salvation-Star Army Penny 
Ice Fund with the announcement 
that between Aug. 1 and 15 he will 
donate 1 per cent of all sales of 
the Marott Shoe Store to aid the 
fight to relieve suffering of the un- 
derprivileged in hot weather. 





Taking occasion to criticize the 
state gross income tax law, which 
exacts a 1 per cent tax on gross 
sales, Mr. Marott termed it “a bur- 
densome extra tax for political 
use,” while the 1 per cent to be 
donated to the ice fund, he said, 
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“will be a real, cooling help to 
children and those people who can- 
not buy ice.”, The fund donated 
will be turned over to the Salva- 
tion Army for ice distribution, as 
are all the gifts in this cause. 

President of both the Marott 
Shoe Store and the Marott Hotel, 
he has always taken a prominent 
part in business and civic affairs 
in this city. His donation to the 
fund represents one of the largest 
ever received. 





WB. SMITH, vice-president of 
Schmoll Fils Associated, Ine. 
(which concern has been in hides 
and skins), “associated with the in- 
dustry for more than a century,” 
said: 

“In spite of temporary moments 
of hesitancy, the market has forged 
ahead. The reported stocks of un- 
sold packer hides were then over 
the one million one hundred thou- 
sand mark and have been reduced 
at this writing to an estimated six 
te seven hundred thousand hides. 

“Latest statistical reports on 
hides and leather make good read- 
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ing and, it does not take long, to 
come to the conclusion that both 
leather and hides at present pre- 
vailing prices are relatively cheap. 

“Of late the hide market has been 
influenced by the gyrations of stock 
prices. However, we believe that 
the hide market will prove in the 
future, as it has in the past, that 
leather is not made out of shares 
of stock but out of hides. 

“The hide market was ahead of 
the stock prices in 1927 and 1928 
and began declining months ahead 
of the stock crash of 1929. 

“The last Paris auction brought 
better prices than the previous 
month in spite of the fact that the 
hides were of poorer quality, and 
it seems as if Europe is beginning 
to be sympathetic to the advancing 
prices in the United States. 

“It is our opinion that as the 
Government spending progresses, 
we shall see better business in shoes 
and leather. In view of the low 
stocks of hides and leather existing 
today, better prices are in store for 


our industry.” 
* * * 


BRUTH SUTHERLAND, who has 
been with Robinson’s in Los An- 
geles and was formerly with Bests’ 
in Portland, Ore., is to be the ac- 
count executive in charge of adver- 
tising at Sommer and Kaufmann’s, 
San Francisco. She took over the 
position of advertising manager 
there the first of August. 


* * * 


We Best in We 
pve 








CARL H. FLIESSBACH, manager 
of the Walk-Over (State Street, 
Chicago), shoe store, says: 

“The future of the Fall shoe busi- 
ness now looks much more optimis- 
tic to us than it did when we started 
our Fall buying several months ago. 
Although it is hard to put your 
finger on it, there is a definite feel- 
ing of greater optimism and cheer 
throughout all of business and in- 
dustry. The stock market has helped 
some as also has the slight stiffen- 
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—When your automobile hits a 
rough spell on the road, you au- 
tomatically feed it more gas. 

—Because your intelligence tells 
you that that is the only way 
you can overcome the difficult 
stretch. 

—But when your Business hits a 
rough spell, what do you do? 
—You may be an exception—let's 
hope so—but altogether too 
many business men cut down on 
the "juice" and naturally slow 

down the machine. 

—Thus Business usually accentuates 
its own decline by lowering its 
own propulsive power. 

—Advertising is a vitally important 
ingredient in the "juice" that 
keeps Business in Motion. 

—If Business would increase its Ad- 
vertising pressure when traveling 


over the rough stretches, the 


going would be much less diffi- 
cult. 

—Because Advertising has an un- 
canny influence in overcoming 
the constantly recurring sinking 
spells of public demand. 

—When Business is flat on its back, 
Advertising should be alert on 
its toes. 


Zot 6: THE 


President 





ing of prices in so many lines, One 
of the best signs is the fact that 
people still prefer quality merchan- 
dise. There has been no great stam- 
pede for low-priced and sale mer- 
chandise—an indication that women 
are no longer content to buy what 
they consider ‘out of style’ bar- 
gains. Instead, they are anxiously 
waiting to see what the new - Fall 
styles will be.” 
* * * 
66 WESTERDAY (the first day of 
August) we had to bring new Fall 
shoes down from the stock room 
for customers who wanted them, 
and this morning we repeated the 
same thing. It looks to us like an 








early season and a good one. We 
had a very definite increase in June 
and July and cleaned up on our . 
whites.” 

So reports Mr. Perlstein, assis- 
tant buyer at McCreery’s, New 
York. Another interesting point 
brought out is that the early cus- 
tomers wanted popular-priced, fair- 
ly conservative styles, while the 
novelty buyers come along a little 


later. 
* * * 


FRANK E. WHITELAM of R. H. 
Fyfe and Company designed such 
an effective Father’s Day display 
of slippers and hosiery that he was 
awarded a Father’s Day Prize for 
the best window in the city for this 
special event. 

The event was sponsored by the 


Detroit Board of Commerce, 
through the Detroit Display Club. 
* * * 


A. J. BRAUER of Brauer Bros. 
Shoe Company, St. Louis, Mo., 
says: 

“We are out of the depression 
and have been for some time. The 
truth is that we made four records 
for shipments the last run—Jan- 
uary, February, March, and for the 
entire season. But it seems that we 
cannot continue to make records. 
As it is, this season, we are running 
full, 2800 to 3000 pairs every day. 
We just can’t make more shoes 
unless we open up a new factory, 
and that is out. 


oRMULA For success 2—— 
Po we JUST 

STICK TO 

OuR LAST 









“Another reason for our success 
has been the fact that we have 
analyzed business conditions and 
applied ourselves accordingly, in- 
stead of discussing political prob- 
lems, worrying about tax and its 
effect. We have had our years 
when we didn’t have to pay taxes 
and we don’t want any more of 
them. As it is now, we will pay the 
highest tax in the history of the 
Brauer Bros. Shoe Company. We 
will also pay the highest return to 
our stockholders in the history of 
our company. So why worry; and 
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besides, the discussion of political 
problems, taxes, etc., takes one’s 
mind off business. 

“As to now, and the immediate 
prospects for business, they appear 
to us to be good. In fact, we are 
sold up, having more pairs ahead 
of the factory than we have had 
for years. Our salesmen have just 
left with their new second line for 
Fall. Our dealers are doing a nice 
business; their stocks are not heavy; 
and we enjoy their confidence. So, 
with our Paradise dealers happy 
and making money, it looks like 
‘tops’ for Fall, 1938.” 





BY THE FLOW OF THE INLAND 
RIVER 


BBY the flow of the inland river, 
where the mud is soft and sleek, 

You’re due for chills and fever if 
your rubbers chance to leak; 

Under the sod and the dew, await- 
ing your judgment day, 

Friends may deposit you if your 
rubber soles give way! 

So ’tis best when you're buying 
rubbers to think of the chance 
you take, 

And let the other lubbers buy stuff 
of doubtful make, 

Then under the sod and the dew 
awaiting their judgment day, 

They'll wait some years for you be- 


cause their soles gave way. 
—J. Edw. Tufft. 


* * * 


6¢ ABSOLUTELY too busy to talk,” 
said Manny Gerton of Saks-Fifth 
Avenue, but the sawing and pound- 
ing going on all about him spoke 
louder than words of the confidence 
he feels in the new season. Within 
the next few weeks one of the first 
of the salon type shoe departments 
will be completely transformed in 
anticipation of more business this 
Fall. 

HEOWARD VOLK, a member of 
the firm of Volk Brothers, which 
is known as one of the largest shoe 
stores in Dallas, Tex., with his wife 


and two children spent one day 
of their vacation in San Francisco 
and were entertained by various 
people in the San Francisco shoe 
trade. Mr. Volk and his family 
had traveled through Glacier Na- 
tional Park on their way to San 
Francisco and they were then go- 
ing to Carmel-by-the-Sea, Seattle, 
and possibly to Los Angeles later. 


* * * 


STORES in Louisiana now face 
the provisions of Act 232 passed 
by the Louisiana state legislature 
and signed by Governor Leche. It 
provides that every employer or 
corporation not domiciled in Lou- 
isiana who does not own immov- 
able property assessed at twenty- 
five thousand dollars and who shall 
be liable under the workmen’s com- 
pensation laws of the state must 
take out and carry with an insur- 
ance company a policy designed to 
cover any accidents that might hap- 
pen to his employees. Self insurers 
shall deposit a sufficient bond with 
the state treasurer to cover the legal 


compensation. 
* * * 


AT Bonwit Teller’s, Eddie Cohen 
has a whole table full of plat- 
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form-soled shoes — at least two 
dozen different styles and colors. 
Said Mr. Cohen: “While we don’t 
expect to do a lot of business, not 
over 5 per cent, on platform soles, 
we try to make an impressive show- 
ing.” And it was interesting to 
note that in “sample case” display 
units, placed at several advanta- 
geous points, were grouped various 
types of shoes and slippers. The 
interested customer could freely 
compare the styles and colors and 
leathers in the type of shoe that 
interested her. 


* * * 


A MOVE to encourage states to 
enact wage-hour legislation to dove- 
tail with the Federal law is under 
way in Washington and will come 
to a head in October when the an- 
nual labor conference brings Gov- 
ernors and state labor officials to 
the Capital. A model wage-hour 
draft will be featured. Approxi- 
mately 20 letters directed to the 
Labor Department indicate that 
some states are anxious for such 
a program. Insiders admit that if 
successful, the net result of such 
a move would be a broader, much 
more effective wage-hour program. 
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Geo. Bucci — 


“Better keep on eye on 41773. He ordered a pair of hiking shoes 
from a mail order house today." 
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NEW COUNTRY SHOES 


An Opportunity for FALL Promotion 


LOOK to country types for action in novelties this 
Fall, and advance the season by active display of 
these types during National Men’s Shoe Week. It is 
not one day too early to show them, for these are 
the shoes that will be sold and worn from September 
on. They are going to be as big news to your cus- 





tomer then, as they are to you today. They should 
be promoted as the biggest news in shoes for Fall 
and if they seem strange to your customer do not be 
surprised. They are different shoes in more than 
appearance, color and materials. They embody two 
or three features to which the American man has not 
been educated as yet, and to which he must be intro- 
duced with appropriate promotion in the way of 
advertising and educational sales talk. The time to 
do it is when his interest is on shoes—during National 


Men’s Shoe Week. 


UNQUESTIONABLY the biggest single change in 
these heavy types, except for the great variety and 
newness of the materials from which they are made, is 
the manner in which they resemble the ski boot. For- 
tunately, most American men do not have to be sold 
on the comfort of the skiing shoe. It is quite apparent 
that in these great, roomy affairs there must be con- 
siderable comfort quality. Nor, do they have to be 
sold on their wearability which is another point in 
their favor. But, some conviction may be necessary 
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to plant the idea with a profitable percentage of men 
that they are real utilitarian country shoes, and have 


the proper background of rural lane and rough moun- 


tainy countryside. 

Current promotion of certain of these types of 
shoes, notably those with the chopped off, square 
forepart, is labeling, or rather libeling them “Shag” 
shoes, a misnomer, which, if given any nationwide 
publicity, will kill them with all but the “jitterbugs,” 

[TURN TO PAGE 29, PLEASE | 
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Left to right—Smart and practical 
child’s boot in grained rubber with 
two straps and snappers. Hood. 
Dainty one-snap oxford of rubber 
with new suede finish. Mishawaka. 
Charming high boot of brown vel- 
vet with fluffy gray fur. U. S. 
Rubber. 


TELL ’EM EARLY 


Many Women Will be Ready to 

Buy Galoshes and Overshoes If You 

Can Show Them Just One Good 
Reason for Doing So. 


BELOW 

Left to right—A spiral shoe of White rubber 
trimmed with white fur for day or evening wear. 
Cambridge. White rubber with pin seal finish. The 
single snapper is at the back of the plaid cuff. 
U.S. Rubber. “Sno-Pac” (patented), a laced rubber 
boot to wear over a leather shoe, sporty looking and 
practical. Converse. Child’s white boot trimmed 

with fur. Servus. 














And YOU’LL SELL 





S6GIVE us one good snowstorm in November and 
we're all set,” says a member of one big rubber foot- 
wear manufacturing firm when discussing the overshoe 
and galosh situation for the coming season. 

“Give us one snowstorm in November, one in Decem- 
ber, one in January and one in February,” is the plea 
of another manufacturer. 

But, snow or no snow, you can sell the customer if 
you tell her the right story, is what we say. Of course, 
we shall have snow and rain this Winter. We'll also 
have wet feet, wet ankles, and spoiled shoes and tem- 
pers, if women are not ready with proper protection 
for their feet and their children’s feet too. 

When a customer comes in to be fitted don’t an- 
tagonize her with a lot of high pressure salesmanship, 
but, on the other hand, don’t hide your light under a 
bushel. In other words, get the galoshes off the shelves 
and somewhere to be seen in an attractive and appro- 
priate setting. After the shoes have been fitted and 
sold is the time to introduce the question of overshoes 
adroitly into the conversation. 

Let her see one or two of your newest patterns which 
would look well with the shoes she has just bought. 
We wager she'll like their looks. We do. The trend 
this season is more and more toward patterns with 
smart simple lines, snug fitting and flattering. 

In galoshes there is variety in finish—some shiny, 
some sueded and some with fancy surfaces of various 
sorts, such as a pebbled “pin seal” or a plaided effect 
all in one color. As in shoes, a contrasting surface is 
often used for trimming. 


























"EM EARLY 


ABOVE 

Left to right—Warm cozy velvet trimmed with Persian lamb 
makes for both comfort and style. (U. S. Design Patent.) 
Cambridge. Smart buckle fastener distinguishes this boot. 
Beacon Falls. Three-snap galosh in contrasting surfaces with 
shiny mudguard trim. Goodrich. Suede-like fabric under the 
three snappers trims this galosh of satin-finished rubber. Hood. 
Gaiter with laces, tailored and trim for daily wear. Endicott- 

Johnson. 


Several different adjusiments have been used—zip- 
pers, of course, and snappers, a few buckles, and laces 
just like a woman’s old-fashioned walking boot. Some 
are without adjustment and made of very stretchable 
rubber or cut on a pattern that requires no fastening. 
It is a style that women like for the same reason that 
they like stepin shoes. 

In the dressier galoshes, fur is still important, some- 
limes on a velvet, sometimes on a rubber boot. Two 
kinds of fur are illustrated here—the fluffy and the 
flat, the latter a fabric made to look lik2 Persian lamb. 
Both should sell well since so many kinds of furs are 
being shown in the ready-to-wear market. 


THERE are a number of attractive overshoe patterns, 
also in shiny and sueded surfaces. They usually fasten 
with a side snapper, but sometimes slip on without 
adjusiment. Most of them are made to cover an oxford 
or stepin with medium high front. The lower cut ones, 
with pump outline, are classics. Both types are good 
for rainy days and light snowfalls. 

[TURN TO PAGE 27, PLEASE] 


















DISPLAYS MAKE SALES... 
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THERE is no job in a retail shoe store which offers a 
young man such a fulfillment of his creative ability 
and merchandising sense as does that of having charge 
of the windows and displays of a shoe store. 

To start with, Mr. Kaplan has found, a man is chal- 
lenged to do his best because of the limited number 
of various items with which he must work. It is a 
case of shoes, shoes and more shoes, with a sprinkling 
of handbags and hosiery—and there you are. Com- 
pare these few items with what a drug, hardware or 
department store has on their shelves, or nearly any 
other line of business for that matter. 

This challenge to make show windows as dramatic 
and sales pulling as other windows up and down the 
busy street of every town is one thing that makes this 
job an interesting one. 

A fellow holding down a display man’s job soon 
finds he has no set routine, as in selling shoes. Every 
day something new turns up—good or bad—always 
something different. A wide open field of opportunity 
ig there in shoe store window merchandising in which 
4 person’s creative ability is permitted to be developed 
to the utmost. An element of surprise and of racing 
against time makes the job a fast-moving one, as well 
as one calling for great application. 

To get the best out of one’s windows, a man must 





have a sense of artistry and of dramatics. He must 
know his shoes, long before they are given him to 
display. He must know shoes, too, from actual fitting 
stool experience. Most important of all, he must know 
just what sales appeal will sell certain types of shoes 
at certain times of the year. Studying the “looking” 
habits of the street parade of women some hurrying, 
some sauntering, some window shopping and others 
not interested in windows—then doping out what will 
turn all four of these types into shoe buyers, will de- 
velop one’s sense of dramatics. 


BBEFORE deciding on any display set this question 
must be satisfactorily answered, “Will this display sell 
these shoes?” That is a fundamental question for 
every display man to ask himself. No matter how 
artistic the window, if it fails to sell the merchandise, 
it is an absolute failure. 

The most important factor in planning window back- 
grounds and fixtures is simplicity. Backgrounds must 
be confined to act only as an accent to the merchandise. 
They should be simple in design, light enough in color 
and so constructed so as to present the merchandise 
clearly. 

Backgrounds should not be such that they detract the 
eye from the shoes. Often we see backgrounds that 
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Simplicity is the keynote of Mr. Kaplan’s 
fixtures and backgrounds as evidenced by 
this attractive window at the New Man- 


del store. 


AND HOW 


Display Manager, Mandel’s, Los Angeles 


AN Interview With M. Kaplan, Display Manager of the Several 
Mandel Stores on the Coast, in Which He Presents Some Expert Coun- 
sel on the Many “Hows” of Displaying Shoes in Order to Make Sales 


by 
HARRY R. TERHUNE 


are so colorful and ornate that the merchandise is 
hidden in the blur of color. For the Fall windows, we 
will use white-flocked wall board. Mandel’s windows 
being quite modern, are so layed out that there is 
space for a four by eight-foot panel section. Smartly 
sketched figures with cutout letters conveying the mes- 
sage of “Mandel’s Fascinating Footwear” or “Mandel’s 
Sophisticates” add life to the displays. These panels 
are changeable at any time, so can immediately be 
turned into whatever promotional campaign is being 
highlighted at the time. 

Shadow boxes somewhere in the background help to 
make a smarter looking window as they afford an 
excellent opportunity to spot shoes which may need 
special promoting. Shoes in a shadow box are even 
more prominent than those right down in the very front. 

One of the surest ways to overcome those stiff-looking 

[TURN TO PAGE 44, PLEASE | 


With the opening of the Hollywood racing 
season, the island display case was drama- 
tized by using “Winning Combinations” as 
the focal point with a showing of various 
combinations in late Summer shoes. 
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BUILD for the FUTURE 


Bobbie Breen, 
youthful RKO-Ra- 
dio player, travels 
to work at the 
studio each day by 
trolley car. Just a 
“Reg’lar Feller.” 


SUPPOSE you run a shoe store or a shoe department 
catering to men, women, children and boys. You plan, 
chart, check, review and budget the lines, fashions and 
sizes for the women’s first, giving the men’s a bit of 
consideration, then what time and effort is left, goes to 
the children’s. As for the boys’ part of the shoe busi- 
ness, the usual reasoning is to the effect, “Well, it isn’t 
much anyhow, the cheap stores get the bulk of the busi- 
ness, so lets tighten up on the budget and concentrate 
on the rest of the stock.” 

That is swell reasoning to those of us who know there 
is money to be made in a boys’ shoe department prop- 
erly run. Not money alone, but loyal future friends 
of the house who will stick as long as they are treated 
right and can find what pleases them. 

It is possible to do a substantial boys’ shoe business. 

When the store management fully realizes the rewards 
which come to those who bend over backwards in giv- 
ing the boys’ shoe business a real spot in the store, then 
they will develop this angle to the best of their ability. 








A boys’ shoe department should stand on its own 
feet and not be a drag or a fifth wheel for the children’s 
or men’s section. In stores carrying a general shoe 
stock, it is customary to set aside a children’s depart- 
ment, then hope to attract the boys to it. Funny kid 
pictures are “baby stuff” to any boy who will highly 
resent being placed in that class to the degree that 
every pair of shoes put on his feet will hurt somewhere 
or somehow. 

Give the young boy a place that is distinctly mascu- 
line, even a prep school air, and he will be satisfied 
he is in the right spot. ; 

Small boys like shoes like their big brothers or like 
dads. They like wing tips on custom lasts. They like 
crepe soles on slack types, just as men wear. No boys 
department should be without the sugar numbers, such 
as sharkskin tips, moccasin toes, composition soles and 
the like. 

These shoes must be good shoes with good innersoles, 
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by 
RICHARD E. CUSTER 


Boys’ Shoe Buyer, The Desmond Stores, Los Angeles 


With Your BOYSs°* 


BUSINESS 


Active Concentration on Your Boy Customers with a Sales Staff 
That Can Talk Up to a Boy and Not Down, Will Result in a Substantial 
Boys’ Shoe Business with Many Loyal, Future Friends of Your Store. 


right and left upper patterns, good linings and built 
on combination lasts. These details cost money to buy, 
so they are not for the boys’ shoe buyer whose one 
thought is to see how cheap he can get his shoes. 
Shoes of this latter type do not bring back trade— 
except as kickers. 

After all much more care should be given to mate- 
rial and construction details in boys’ shoes as the bones 
in any growing boy’s feet are soft, so good shoes are 
imperative. Parents can be sold on this basic truth. 
Once sold, they are in a mood to listen to junior’s 
teasing to go back to Blank’s for his shoes. 

There is a real answer to mother’s “Junior kicks out 
his shoes so fast that it does not pay to get him good 
ones.” This reasoning, logical as it is, usually hits 
home, “Competition assures any patron in a reputable 
store that they will get exactly what they pay for.” 
Then comes the selling on the good construction and 
materials of the shoes under discussion. It is a brief 
talk based on common sense, with a strong undercurrent 
of the need of properly-fitted shoes. Mention is often 
made of the necessity of carrying different lasts for the 
different shaped boys’ feet and of the resources of the 
stock in regards to sizes and widths which are always 
completely stocked. 


SPENDING quite a little time with a customer in ex- 
plaining the need of properly-fitted shoes; how the 
department has trained men who understand how to fit 
a growing boy’s feet properly; how the management 
has provided such devices as the various measuring 
machines and X-ray machines to be positive on the 
fitting problem, all these points raised are sure to install 
a certain degree of confidence in a parent. 

Coming out cold turkey when the stock is shy a 
needed size only results in a postponed sale and a made 
customer. Many merchants who rigidly practice this 
policy of no size—no sale, will not hesitate to sell a 
girl’s shoe to a boy with a slender foot. That is poor 


merchandising as a boy needs a boy’s last as his foot 
measurements are different from those of a girl. 

A well balanced stock in a boys’ department should 
have at least three widths on the 84% to 12 run (B, C, 
D) and three lasts. For styles, the sharkskin tip, broad 
toe for every day wear; a plain toe; a slightly narrower 
toe for the high shoes. In the next run, 1214 to 3, four 
widths are needed, while the sharkskin full toe is the 
main seller. Lots and lots of sizes carried will mean a 
volume business. Then are the shoes used for dress 
and also for school, together with the plain toe high 
shoes, few styles but many sizes. 


LINES commence to broaden in the 314 to 6 run 
for both more widths and more different types must be 
on hand to satisfy the youngsters who are now becom- 
ing more particular about their dress. A basic stock 
of one full-toe in black and brown sharkskin; a mocca- 
sin with a composition sole; a custom last in black and 
brown grains; and some novelty pattern; something 
hot, for the boy is now very must style-minded. 

Style is featured in the large boys’ run of 614 to 10. 
Lasts are an important consideration in this run for 
they must be more or less boyish and not too much 
like a man’s shoe. There should be plenty of ball spread, 
even on those narrow toes. And right here is where the 
boys’ business is made or lost. It takes a buyer who 
knows just what the boys like, to have salable mer- 
chandise on his shelves, shoes that will bring back the 
trade time after time. Shoes, also, that will bring in 
new trade from other boys who like the looks of them. 

Boys’ shoes should receive their proper amount of 
promotion. Just a few pairs of shoes stuck in one cor- 
ner of the window is not enough. At least once a month, 
a complete section of from 20 to 30 pairs of boys’ shoes, 
with window cards telling why the shoes are good, how 
they are designed to fit real boys’ feet and how they 
will give the maximum amount of comfort and service 

[TURN TO PAGE 31, PLEASE] 
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THE SaAK’s ee. 


New Possibilities in Men’s Shoes 


@NCE upon a time the apparel seasons were sharply 
defined. When we came to the end of Summer we had 
a sharp change in clothing and footwear—never mind 
the weather. This was most noticeable in children’s 
clothes and footwear because parents assembled school 
wardrobes with great care. 

To anticipate by several weeks or months the ap- 
parel of the new season was the rule, even in matters 
of the house, the fuel for the next season was put in 
the cellar months ahead of its use. But those days 
are gone forever. Not only has the world speeded up 
but we are living day by day economically, politically 
and socially. The world is changing, so too is our 
business, its goods, services, and operation. 

The time honored custom of a sharp definition be- 
tween seasons—Summer, Fall, Winter, Spring—has like- 
wise undergone amazing changes. We have made our 
homes, our shops and our habits weatherwise. No 
longer does an entire nation show a sharp change in 
apparel at any given date and season. Mass production 
has changed the entire current of retailing, making 
available new goods with such speed and certainty 
that any store anywhere can have what it needs when 
it’s salable. 

We are noting this Fall a desire on the part of the 
public for shoes midway between Summer types 
and (closed-in) Fall footwear. It is finding its best ex- 
pression in such shoes of the type of “softies” with 
flexible foreparts, easy on the foot, and a compromise 
between open Summer fancies and regulation dress 
Fall footwear. Naturally, women get the best attention 
in footwear-progress, so the inventive skill has been 
most apparent in that field of operation. 

. But man is beginning to call for a little more con- 
sideration. Take my own experience, for example. I 
have over the years worn all types of shoes in all 
kinds of weather, for I have what I term an experi- 
mental foot and I want to try every type on myself. I 
wouldn’t go through another Summer season without 
ventilated shoes—now a “must” in my wardrobe. | was 
somewhat of a pioneer in ventilation, for a score of 
years ago I punched holes on regular shoes in the toe 
cap and shank for the coolness and airiness that such 
ventilation gave. I insist upon some ventilation in 
shoes worn the year round, with no particular dis- 
comfort in the Winter season that cannot be prevented 
by the wearing of rubbers. 

I recently had some “soft-shoes” made for my own 
use in a woman’s shoe factory—I wanted to prove to 


BOOT anp SHOE RECORDER, August 13, 1938 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


my own satisfaction that a light weight shoe, with a 
very flexible sole, would expedite and exhilarate city 
walking. Few men in New York walk as much as I 
do, and the new shoes are a miracle of mobility. In 
my opinion, the next great advance in shoemaking is 
going to be down the line of making softer, more 
flexible footwear for men. It may mean more pairs of 
shoes per man per season, but that’s not bad mer- 
chandising direction. Why should women have more 
shoes—than men can afford? Give to man the pleasure 
of a diversity of shoes during the entire year. There 
is a place for softer, lighter shoes for men, particularly 
those men who work at desks and in the professions. 

There is an entire new movement of leisure footwear 
for men that can be developed on the slogan “change 
at seven”. A number of years ago we tried a campaign 
“no tan shoes after six o’clock”, but the repercussions 
from that slogan were “no tan shoes any time of the 
day” and men wore black shoes in the one pair, uni- 
versally. The idea, however, of changing to leisure 
footwear at seven is along the line of giving to men 
the comfort, ease and satisfaction of a change to 
lighter shoes for home and radio time wear. These 
new types of leisure shoes are in the main something 
more than slippers, for the idea is that they can be 
worn outdoors, as well. . 

There is a desperate need for accelerating the men’s 
shoe business and if the idea of “softer shoes” and 
“leisure shoes” can be merchandised nationally it 
would be encouraging to both profits and prestige. 

There is always a place for extremely heavy shoes 
that are stylable in Fall and Winter. There are events 
and occasions for their use. 

The important thing, however, is to give to men 
some new talking point, encouraged by promotions and 
practical in its usefulness. The men’s end of the busi- 
ness needs stimulation. Man has made progress to some 
extent in his apparel. He will now go the whole dis- 
tance in colors and variety of apparel, from hats to 
socks, but shoes remain almost static. It is true that 
a few adventurous spirits will wear sandals and straps 
in Summer, and ventilated footwear are becoming 
general. 

In a world of so much change, isn’t it time that we 
gave man an opportunity for change in his footwear? 
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FEET 


Differ as much as 
fingerprints—no two are 
SELL THE IDEA OF 
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CORRECTION TO CUSTOMERS WITH 


FALLEN ARCHES 


if you believe in the principle that a satisfied 
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No two feet are alike. In this case one 
foot is normal, the other s. @ pro- 
nounced case of weak foot. 


customer is the best asset to any business! 


Foot |in its origi- 
nal condition, 
The Arch Su, 

is fitted very low. 


After the foot is 
accustomed to its 
new elevation, the 
support is raised. 


“In all my 33 years’ experience as a foot 
specialist”, says Dr. Wm. M. Scholl, the 
noted foot authority, “I have never ex- 
amined two cases of weak or fallen arches 
which were precisely alike. Even the right 
and left feet of a single individual rarely 
need the same correction.” 

That statement explains why so many 
people have failed to find in so-called 
“arch sup ” shoes the relief for which 
they hoped. It explains why Dr. Scholl’s 
Arch Supports have been amazingly suc- 
cessful in correcting foot arch troubles. 


EVERY CASE IS DIFFERENT— 
EVERY CASE IS INDIVIDUAL 


This scientifically demonstrated fact is em- 
phasized in our big 1937 advertising cam- 
paign now appearing in an imposing list 
of national magazines. In these ads the 
public is told why individualized correc- 
tion, as offered in Dr. Scholl’s Arch Sup- 
ports, is the only dependable method of 
overcoming weak or fallen arches and 
their attendant ills. 

How Dr. Scholl’s Arch Supports are molded 
to each foot’s individual needs at the time 
of fitting; how they are progressively adjusted 
to facilitate correction and why ‘“correc- 


Dr. Scholl's Foot-Eazer bas mil- 
of men and women relief from 
weak and fallen arches. 





Dr. Scholl's 
Arch 
Fitter 


213 W. SCHILLER ST., CHICAGO 











_ Makes possible exact adjustment needed, 


After the foot is 
restored to normal, 
the support need 
no longer be worn. 


dition improves, 
the support 
és again raised. 


tive” shoes cannot meet these vital needs 
—these facts are driven home with power- 
ful emphasis. 


YOUR BIGGEST YEAR IN 
DR. SCHOLL’S ARCH SUPPORTS 


Our convincing “reason why” advertisin 
campaign will make men and women all 
over the land conscious of the need of Dr. 
Scholl’s Arch Supports, and open the eyes 
of countless thousands to the shortcomings 
of shoes alone as a substitute for Scientific 
correction. 

Take advantage of this rapidly awakening 
public consciousness to the scientific wa 
of relief by pushing Dr. Scholl’s Arc 
Supports and you'll have the biggest and 
most profitable business in Dr. Scholl’s 
you ever had! 


Write for new catalog 


FREE HOME STUDY COURSE 
Our Educational Department offers Shoe 
Dealers and their salespeople a free Cor- 
respondence Course on the fitting and sell- 
ing of Dr. Scholl's FOOT COMFORT Appili- 
ances. Write for enroliment blank. 














THE SCHOLL MFG. CO., Inc. 


Maker of Dr. Scholl’s FOOT COMFORT Appliances and Remedies for All Foot Troubles 


62 W. 14th ST., NEW YORK 


112 ADELAIDE ST., E., TORONTO, CANADA 



















TWO FAMOUS 
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DOLLS 


And The Shoes They Wilt Wear 





THE two dolls, “France” and “Marianne,” being pre- 
sented to the little English princesses, Elizabeth and 
Margaret-Rose, are gifts of French children who have 
contributed their sous for the purchase of the poupees. 

Everything else flowed like milk and honey, and the 
dolls are going off with trousseaux replete and grand 
enough to turn many a grown-up bride green with 
envy. Couturiers have made morning, afternoon and 
evening frocks, modistes turned out big leghorn hats for 
day wear, feathered and flowered toques for evening. 
The furriers have seen to it that French bisque bodies 
will escape the chills of the English climate. 

Hellstern has made all the dolls’ shoes, matching them 
up with the frocks. They are round toed and almost 
flat heeled. The size can be estimated by the height of 
the dolls, which are just under three feet tall. He has 
used antelope, kid, lizard, also satin, crepe and straw, 
and hasn’t spared the trimmings. Altogether, Hellstern 
made about twenty pairs, or perhaps twenty pairs for 
each. For such grand dolls must be well shod above 
all things. 

The lingéres turned out the trousseaux lingerie in 
the finest hand-made, hand-embroidered French fashion. 
The corsetieres accomplished the “foundation” work in 
great style, with miniature elastic girdles for sports 
wear, with satin girdles and “bras” for evening. 


Helistern Makes a Shoe Wardrobe for the 
“Poupees,” Presented to the Princesses 
Elizabeth and Margaret-Rose by the French 
Children. 


Reading from left to right, Top Row: Light blue 
lizard iie-ons for spectator sports; white satin boudoir 
slippers, with front trim of silver kid; all-white kid 
sandals for afternoon and garden party frocks; pink 
satin evening slippers with front loop-and-end motif 


finished with gold stitching; dark blue satin sandals 
to match same color satin evening dress; same as 


No. 2 above, but trimmed with gold kid, and for beach 


and sports, white Panama straw-trimmed navy kid. 


Middle Row: Light blue antelope evening pumps 
with silver kid piping and stitching; evening sandals 
made entirely of gold kid; Brown crepe-de-Chine 
afternoon pumps piped with gold; silver kid evening 
sandals, and perforated mocassin style for semi-sports, 
in pink kid. 

Bottom Row, Left: Beach sandals of white perforated 
kid with stitched bows and buckled straps of navy kid. 
Designed to go with pajama suit in navy and white 
made by Patou: 


Right: Evening sandals in white satin with decoration 
done entirely in white enamel. 


France and Marianne go off well stocked with French 
accessories. Marie Laurencin has painted evening fans 
for them, mounted on ivory sticks. Alexandrine has 
fashioned the most fascinating day and evening gloves. 
Hermes, among others, has turned out tailored purses, 
white for evening, beaded bags and real lace handker- 
chiefs are almost too many to count. 

Cartier designed two sets of necklace, bracelet and 
slip, one with lapis set in gold, the other with coral and 
small diamonds. Gold fountain pens go with little 
leather writing cases. Parasols and umbrellas are tucked 
into the trousseau luggage. 

Citroen has come across nobly with two small 
automobiles, and one of the foremost hairdressers in 
Paris has done the permanents and arranged the 
coiffures. 
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Poll Parrot 
ALL LEeWeR 


SHOFE'S 
hor boys ond Girls 


If you want to build your juve- 


nile business into a thriving, profitable proposition, you can well 
afford to spend the time to investigate the Poll-Parrot line and 
the powerful sales promotion we put behind it. 


Poll-Parrot dealers enjoy a definite com- 
petitive advantage because of the high 
standards of all-leather construction under 
which they are produced... standards so 
essential to long wear in children’s shoes. 
We actually back up these standards with a 
money-back guarantee against substitutes. 
In relation to price, such standards there- 
fore create a plus-value that is unequaled. 


Poll-Parrot dealers also enjoy the benefits 
of aggressive sales promotion and advertis- 
ing. Window trims, cards, newspaper mats, 
direct mail pieces, contests, premiums, prizes, 
spot radio, bill boards and national adver- 
tising ... all play a part, all correlated, all 
effective. Thus Poll-Parrot is a dominating, 
salable line, one that assures you of larger 
percentage of potential in your community. 





KoBERTS, JOHNSON 3% RAND 
Branch of international Shoe Co, 


ST. LOUIS, MISSOURI 

















POLL-PARROT SHOES « areduct of STAR 2.cud SHOEMAKERS 


THOUSANDS OF DEALERS THROUGHOUT THE COUNTRY HAVE BUILT THEIR BUSINESS ON THE 
SOUND, DEPENDABLE STANDARDS OF STAR BRAND * QUALITY WHICH IS NEVER LOWERED 
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Hospitality Makes This Shoe Store 


S mith’s Shoe Store of Oakland, Calif., Proves 
the Value of a Warm, Friendly, Homelike At- 
mosphere With a Successful Business Based on 


a Wide Size Range of Work Shoes 


Carrying out the rustic idea of the 

store, this novel display of work shoes 

is located just inside the entrance of 
the store. 








WINDOW displays featuring mountain scene back- 
grounds and rough wood fixtures; wicker chairs ar- 
ranged in home-like, circular groups; a waiting room 
for train passengers and lunch hour wanderers, are a 
few of the unusual features of Smith’s Shoe Store, Oak- 
land, Calif., a store that proves the value of a warm, 
friendly atmosphere. 


In more than four and 
one-half years the window’ 
have never 
been changed but the at- 
tractive, natural-colored 
i besides iy 
an appropriate setting for 
work shoe displays, have 
become effective identifi- 
cation of the store. 


A former employee of several large shoe companies, 
Harry R. Smith had a rather revolutionary theory he 
wanted to try out. That’s why he opened a store of his 
own about four and one-half years ago. A steadily- 
growing business has proved its worth. 

His theory is that in the rush of modern merchandis- 
ing, shoe selling in the exclusive store is becoming too 
cold, too calculating a proposition. Smith set out to 
avoid that through use of distinctive, rustic windows, 
a unique chair arrangement affording a homelike 
atmosphere and through an unusual type of sales 
approach. 

[TURN TO PAGE 32, PLEASE] 
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Tell ’Em Early and 
You’ll Sell ’Em Early 


[CONTINUED FROM PAGE 17] 


In both galoshes and overshoes, there 
are all heel heights, everything except 
a wedge heel which apparently no one 
has thought of making. 

In colors, black leads, with more 
brown predicted than for several sea- 
sons past—the same trend to brown 
that we have noted in shoes and ready- 
to-wear. There is also a little gray. 
White continues very good, sometimes 
trimmed with white fur, sometimes 
with a contrasting cuff. White is also 


used as a trim on a dark galosh. One |. 


firm is featuring such combinations to 
wear with raincoats which carry out 
the same color scheme. For instance, 
they manufacture a brown galosh with 
a white cuff to wear with a brown and 
white checked raincoat. 

Children’s galoshes lend themselves 
to more fanciful decorations—‘Snow 
White and the Seven Dwarfs” trim- 
ming the cuff of a high boot or a little 
red elephant matching the edging on a 
black galosh. White is also popular 
for children, occasionally trimmed with 
fur. 

In selling style there is also the 
chance to sell the idea of an overshoe 
for the occasion. A customer can be 
reminded that she needs more than one 
pair. She should have overshoes for 
rain and light snowfalls, tailored 
galoshes for bad snowy days, dressy 
trimmed boots for best. She will ruin 
her shoes if she pulls over her dainty 
party shoes the galoshes she has worn 
all week over her street shoes. 

There are two ways of interesting a 
woman in overshoes early in the sea- 
son. One is the sort of “goblins’ll git 
you, ef you don’t watch out” idea. If 
she doesn’t have a pair on hand for the 
first bad day, she’ll be very sorry and 
probably spoil her shoes, not to men- 
tion her disposition. The other is the 
“See how nice they are. How can you 
resist them—especially with that new 
pair of shoes to fit them to?” attitude. 
We prefer the second idea but why not 
try both, by stimulating the customer’s 
imagination a little? Make her think 
ahead by reminding her that Fall rains 
and Winter snowstorms are not far 
away, and that there is no time like 
the present for buying a pair of over- 
shoes and a pair of galoshes. 


McDermott Named Manager 


LOWELL, Mass.—Edward J. McDer- 
mott has been appointed manager of the 
W. L. Douglas shoe store at 129 Merri- 
mack Street. He has been assistant 
manager of the largest Boston store in 
the Douglas chain. 

Prior to joining the Douglas company 
four years ago, Mr. McDermott worked 
in the shoe departments of several large 
Lowell stores. 
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promote them 


On Ne 

cttingty with 
Yes — fall shoes are more F A I R Y 

interesting . . . more femi- 

nine... more alluring... J ORM & 


than they have been in 
many a season. But shoe styles won't sell themselves. You have got 





to spotlight the new details . . . popularize the new trends . . . drama- 
tize the influences that mark your stocks definitely “new for fall.” 


Fairy Fors will show clearly how really good looking . . . how 
smart . . . how flattering . . . and how comfortable . . . your shoes 
really are. Fairy Forms will make her say: “there ~ that’s the shoe 
I want. I'm going to buy in this store.” That's because Fairy Forms 
show the shoe smartly, dramatically on the foot. They make clear 
ata glance all the new beauty and details of the design. 


SHOE FORM CO. INC., AUBURN, N. Y. 


To Shoe Manufacturers ~ Help your dealers to display 
your shoes to their best advantages. Write today for full 


details about our new cooperative plan. 





E. B. Eldred personally sees to the fitting of one of 
the students of Colorado State Teachers College. 


BRETAILING shoes in Greeley, Colo, one of the 
communities chosen for study by the Federal Govern- 
ment in a survey of distribution last year, fairly indexes 
the type of the community and the fine quality of Weld 


H. L. Cohen, manager of Allen’s, also believes in 
seeing personally to the fitting of his customers. 


County as a whole. Being a leading educational center, 
Greeley has citizens of culture and discrimination and 
this fact has a determining influence on the stores and 
kind of merchandise sold. 

Four exclusive shoe stores each meeting a distinct 
and different demand in shoe merchandising, are lo- 
cated in this key city. Each shoe merchant seems to 

[TURN TO PAGE 39, PLEASE] 
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SALES INCREASE 


DESPITE SLUMP 


(Good Shoe Business This Year in Greeley, 
Colo., One of the Communities Studied in 
Government Distribution Survey in 1937, 
Was Influenced Largely by the Town’s Position 


as an Educational Center 


J. W. Smith and assistant manager Cox busy with 
teachers and students from the local college. 


Walter W olford, manager of the Munsell- 
Nu-Wae Shoe Co., greets a friend and 
customer at the door. 
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New Country Shoes 


[CONTINUED FROM PAGE 15] 


and, “jitterbugs” make very unprofitable customers 
as a class. When you display these shoes, mark them 
clearly—“Country shoes for comfortable walking and 
smart spectator sport.” That’s where their original 
predecessors were seen, and that’s where they belong 
. . . not on the dance floor at some swing session. 








Two new shoes from the Friedman-Shelby Shoe Co. Left, a 

wing-tip blucher of oil-treated calfskin with crepe sole. 

Right, a plateau moccasin blucher in two shades of brown, 
oil-treated calfskin. 


While these shoes fall into the general classification 
of ski boot types, they do embody other trends. Of 
course, they are all, practically without exception, over 
heavy walled wood, and are for the most part excep- 
tional fitters. But evident in them, too, are the Nor- 
wegian peasant trend with its important strap detail, 
and the Tyrolean which is recognized by a heavy 
rocker last and the split forepart. This shoe, with its 
rocker sole, is very suitable for the addition of tramping 
spikes or cleats, and it is the shoe to which the mud- 
guard overlay has been applied. Contrary to popular 
belief, this detail started in men’s shoes, and then went 
to women’s types. Tyrolean climbing shoes have car- 
ried this detail for many years. Of all these trends, 
perhaps the one with the greatest novelty appeal is this 
mudguard application. It offers great opportunity for 
changing the entire appearance of the shoe, particu- 
larly in the treatment of the welt which is quite often 
heavily punched, simulating a broadly stitched, hand 
sewn welt. 

Interesting combinations of oil treated leathers for 
the shoe in grains, and rough grains for the run-around 
are seen. The opportunity offered in these combina- 
tions of leather should keep this shoe young and pop- 
ular for years. Strange as some of these shoes may 
appear at first sight, they look today as though they 
might be types which two or three years hence may 
become standard in the category of heavy Fall country 
shoes. Unquestionably they have great possibilities of 
becoming extra pair shoes this Fall. See that they are 
represented in your National Men’s Shoe Week dis- 
plays and promotions. 
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Merchandise Sources 
[PAGES 14-15] 


Left-Hand Page. Single Shoe. 

An adaptation of the squared off Tyrolean peasant 
shoe in tan calfskin. From Wall-Streeter Shoe Co. 
Left to Right—Lower Illustration. 

Luggage veal in a full brogue with interesting 
medallion perforated tip and heavy brown crepe rub- 
ber sole. From Curtis Shoe Co. 

Florsheim Shoe Company uses a rich luggage calf- 
skin carefully custom finished, and soled with a Terra 
Cotta corrugated rubber sole. 

Ginger pig in a four-eyelet blucher with stitched 
lacestay and storm welt, and rubber spring sole, over 
a good broad toed walled last. From Stacy-Adams Co. 
Right-Hand Page. Top Illustration—Left to Right. 

Oil treated and pebble grained leathers combined in 
this mudguard pattern. From United Shoe Mfg. Co. 

Jarman makes this interesting Tyrolean pattern in 
natural Luggage colored calf. It has a very interesting 
stitched quarter, overlay and stitched toe. The sole is 
extremely heavy and features a storm welt. 

An interesting variation from the ski boot type is 
this blucher in oil treated leather. It has as well a 
Tartan plaid wool lining for additional warmth. From 
Winthrop Shoe Company. 

[TURN TO PAGE 31, PLEASE] 











WHILE a cautious attitude was displayed by the 
majority of the smaller shoe retailers in placing orders, 
here and there, exhibitors were surprised by the more 
substantial orders placed by some of the larger out-of- 
town buyers at the Buffalo Shoe Style Show, held from 
July 31 to Aug. 2. Some of the exhibitors were dis- 
appointed at the volume of sales while others were 
openly rejoicing over their volume of business done. 
The majority felt that a style show of this nature should 
not be judged by the volume of business done as such 
enterprises are never entirely satisfactory from that 
point of view, but by the interest shown by buyers and 
the ideas exchanged. The display value of a shoe 
exhibit, it was pointed out, is something that cannot be 
measured entirely by sales. 

At any rate, the exhibitors decided to hold another 
showing on March 5 and 6, 1939, in time for the Easter 
trade. Reservations for that show were taken before 
those at the present exhibit had pulled up stakes. 

Some of the ideas brought forth at the meeting of 
the exhibitors for the next show included suggestions 
for an entertainment for the buyers, a monthly letter 
to be sent out by the association, distribution of blotters, 
advertising the affair, and an appeal to a wider group 
of buyers to attend the show as the distinctive offerings 
at these exhibits, it was felt, would interest buyers of 
high-class shoes. 

Prices at this show, on the average, exhibitors said, 
were from 5 to 10 per cent below those of the last show- 
ing but that the tendency is for prices to advance for 


A group of shoe men covering the eastern territory who had their lines on display at this showing. 








BUFFALO TRAVELERS HOLD STYLE SHOW 





Black Suedes Far in Lead at Fall Showing of 
Buffalo Shoe Travelers’ Association, But Much 
Interest Also Shown in New Colors 


the balance of the year. All agreed that the last part 
of this year would make a better showing than the first 
half. 

In women’s novelty shoes, black suedes gave every 
indication of continuing the popularity they have en- 
joyed so far this season. Much interest was also shown 
in the new Spring colors in the wine and plum shades. 
Oxfords and high-riding types were in the limelight 
again after a period during which interest in these 
types had dropped off. 


Women’s novelty lines were far more attractive this 
year than ever before. The general comment among 
retailers at the show was that never before had style 
played so important a part in the merchandising pic- 
ture and that manufacturers, as shown by the various 
lines on display, had risen fully to the task imposed 
upon them and brought out many new numbers which 
offer fine profit possibilities. 

Many attractive styles were shown in suede with 
patent and suede with patent and fur trimmings, the 
latter a new innovation this year in the high-style lines 
but just now appearing in the novelty showings. 
[TURN TO PAGE 42, PLEASE] 
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Open Remodeled Store 


Houston, Tex.—After an absence of 
a year while a new two-story building 
was being erected at the corner of 
Fannin and Capitol Streets, Houston, 
Tex., the Poll Parrot Juvenile Shoe 
Store opened in its original location 
recently, at 1015 Capitol, between Main 
and Fannin. During the year of tem- 
porary absence the store was located 
at 1120 Capitol. 

The sales department will occupy the 
first floor while the office will be on the 
second. The new building affords ample 
space for stockroom, where an adequate 
supply of shoes of all sizes is kept at 
all times. 

Black marble, stainless steel and 
glass was combined to create an attrac- 
tive exterior. Modernistic aluminum 
letters over the entrance give the name 
of the store. The large well-lighted dis- 
play windows are attractively designed 
to afford the maximum of space. 

White combined with Bermuda tan 
gives the interior of the sales room a 
cheerful atmosphere. The walls and 
stock shelves are white, inlaid with 
bird’s-eye maple. The fixtures are of 
maple and the fitting stools are up- 
holstered in antiqued white leather. 
Just inside the door at the entrance, 
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Che WINTHROP Shoe 


FOR YOUNG MEN! 


No. 2978 


A wing tip seamless 

vamp pattern made 

of natural buff saddle 
leather with plantation 
ribbed crepe sole and heel. 


B 7/12, C 6/12, D 6/12... $3.25 
Terms 5%, 30 Days f.o.b. St. Louis 


the floor is inlaid with rubber in two 
shades of tan with a bright colored 
parrot in the center. A carpet in Ber- 
muda tan covers the rest of the floor. 

The store deals exclusively with 
juvenile shoes, from infant’s wear up 


to sub-deb size and youth shoes for 
young men. Special consideration will 
be given to the correct fitting of the 
formative years from 5 until 15. 

The same staff of salesmen, with 
additions, will be in the new store to 
assure correct fittings. Each member 
of the staff is required to be well ex- 
perienced in juvenile fitting. 


Merchandise Sources New 
Country Shoes 


[CONTINUED FROM PAGE 29] 


Walter Booth Shoe Company com- 
bines the mudguard with the Nor- 
wegian peasant shoe, evolving an in- 
teresting saddle overlay, in tan 
boarded calf, with heavy crepe rub- 
ber sole. 

A modified ski boot type over a full 
walled last in- oil-treated leather. An 
interesting split toe is the only detail- 
ing in the forepart of the shoe. The 
vamp is creased and a heavy storm 
welt completes the shoe’s rugged ap- 
pearance. From M. A. Packard Co. 
The Square Front Group. 

Showing the original square front 
shoe and several variations from it. 
In the lower left hand corner is the 
original Stetson Barge. Grouped about 
it, left to right, are types in smoked 
elk from Jarman; Cordovan colored 
oil treated calf with seamed vamp 
from Brown Shoe Company; and, a 
more conservative detailed type in tan 
calf from Racine Shoe Co. 


Che WINTHROP—SZoe 





IN-STOCK 


(Winra ROP has what it takes to sell young men 
...new youthful style, smartness and comfort at 
moderate prices... Youthfully, briskly and interest- 
ingly promoted through ESQUIRE, novel window 
displays, newspaper co-operation, etc. 

If you wish to sell young men 

... feature WINTHROP shoes. 


WINTHROP SHOE COMPANY 
Division of International Shoe Co. 


St. Louis, Mo. 





Build for the Future 
[CONTINUED FROM PAGE 21] 


will pay excellent returns. These win- 
dows are for the parents who are shop- 
ping. 

Advertising, showing a boy running, 
scuffing and kicking, with copy telling 
why substantial shoes are necessary, 
will bring people to the department. 

Keep a record of all boys’ shoe sales 
but do not fit feet from this record. 
There are many distinctive boy promo- 
tional stunts, most of which are good. 
Even the best-planned stocks will not 
do the job unless the sales organiza- 
tion knows how to talk up to boys and 


not down to them. So plan to keep up 
on all the current activities that are of 
interest to our youthful patrons. 


H. Brant & Son Remodel 


CuHicaco, ILu.—H. Brant and Son 
shoe store at 410 W. North Avenue has 
recently been remodeled and redecor- 
ated. A new ceiling was installed, new 
carpet and linoleum placed on the floor, 
and new chairs, fixtures, and lights 
were added. Nick Farkus has succeeded 
the late John Babylon as manager. His 
son-in-law, John Kadus, is also asso- 
ciated with him in the store. 








Hospitality Makes This Shoe Store 


[CONTINUED FROM PAGE 26] 


In more than four and one-half years, 
the window backgrounds in this store 
have never been changed. Within a 
matter of weeks, they had become such 
effective identification marks, that Mr. 
Smith felt he couldn’t afford to change 
them. 

On the background of each window 
is a large painting of a beautiful moun- 
tain scene. The mountain’s resem- 
blance to world-famous Shasta has 
made the store a show-place for visi- 
tors, among whom a great deal of 
business is done. The unique window 
decorations make strangers remember 
the store above all others. The atmos- 
phere created through use of the paint- 
ings is further carried out with rough 
log frames and display fixtures. Fin- 
ished wood wasn’t used any place in 
the windows where rough logs could 
be employed. 

That display idea is particularly ef- 
fective for playing up the company’s 
featured line—work shoes. The rustic 
atmosphere connotes rugged quality in 
the merchandise. One window is de- 
voted entirely to a variety of work 
shoes, the other entirely to men’s dress 
shoes. 

The store’s business has been built 
around the work shoe department, bet- 
ter than 65 per cent of the total volume 
being done here. And, most of the 
dress shoe business comes from work 
shoe contacts. This store is one of the 
few in the district carrying. a complete 
last range—from A to EE in the work 
shoe line. Consequently, many work- 
men with narrow feet who can’t be 
fitted elsewhere are sent here by other 
shoe stores as well as old customers. 
Here again, the distinct windows have 
a major effect by making it easy to 
describe the location of the store. 

Just inside the entrance is another 
display which carries out the same 
rustic appeal found in the windows—a 
work shoe display table with a huge 
elk head mounted on the front. Be- 
hind it is a Neon sign carrying the 
name of the featured work line. A 
second interior Neon, even larger than 
this one, is used at the rear of the store. 

Elk head and signs were both de- 
signed as traffic magnets. The windows 
arouse original curiosity. The special 
interior displays capitalize on that in- 
terest. 

The unusua) approach used by Mr. 
Smith is equally important in breaking 
down the usual, cold atmosphere. In- 
stead of saying “How do you do” in the 
usual impersonal manner, he uses 
“Hello there, how are you today?” or 
“Howdy” or just plain “Hello.” His 
greeting is friendly, it’s different, it’s 
one that makes people want to come 
in and sit down. 

He carries out this same idea in in- 
viting all customers and anyone else 
he happens to meet to come in at any 
time and make themselves at home— 





to use the store as a waiting room. He 
buys the latest papers the minute they 
are on the street for the amusement of 
people who take up the offer. From 
eight to a dozen people a day, on the 
average, just drop in to rest during 
the lunch hour or wait for an electric 
train which stops across the street. 

One day Mr. Smith espied a woman 
standing under his awning, obviously 
waiting for somebody, and invited her 
to come in out of the rain and rest in 
a comfortable chair. She did, and a 
few days later her son came in to buy 
a pair of shoes. He mentioned the 
courtesy to his mother as his reason 
for coming in.’ 

Most important of all, according to 
Mr. Smith, is the use of large, com- 
fortable wicker chairs arranged in sets 
of twos and threes in two broken cir- 
cles. There are ten chairs in one cir- 
cle, six in another, 

“The straight line arrangement of 
chairs will make any shoe store look 
cold, unfriendly,” he says. “And, ac- 
tually, there are few places where even 
in peak rushes are anything like the 
number of seats installed, ever in use 
at one time. 

“Our arrangement makes customers 
lean back, relax and become receptive 
to our selling efforts. It takes a lot 
less time to make a sale and create a 
satisfied customer when using these 
fixtures than with any others I have 
even seen. Instead of the customer 
looking along the row to see what the 
next fellow is being shown and listen- 
ing to his conversation, his attention 
is concentrated on his own feet. The 
group arrangement also makes it pos- 
sible for one man to serve as many as 
seven customers at one time, an im- 
possible feat with a straight line chair 
arrangement.” 

Mr. Smith has further capitalized on 
the atmosphere created in his store by 
keeping a complete purchase record in 
card file form on every sale. It shows 
name, date, make, size and iast of 
shoe, purchase price and other infor- 
mation. The customer is told that this 
record will be filed for his convenience 
so that any time he wants to duplicate 
the order, he can write in or send in 
someone to make the purchase. 

A substantial business on all types 
of work shoes has been developed 
among ranchers in this way. Since 
they only come to the city occasionally, 
they can save time and trouble by 
duplicating their origina] orders when 
they need new shoes. 





Dowler Reorganizes Store 
DETROIT, MICH.—William S. Dowler, 

well known local shoe man, has re- 

organized his company with the addi- 


tion of William S. Van Alstyne as a 
partner. Business will be conducted 
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under the name of Dowler and Van 
Alstyne. Mr. Van Alstyne is also well 
known in the shoe industry in which 
he has spent practically all of his 
life. For the past seven years he was 
manager of the Detroit branch of 
Hanan & Son. 

The new firm has moved into new 
quarters at 6 Penobscot Bldg., doubling 
former facilities. 

P. B. Skidmore, who has been asso- 
ciated with Hanan & Son for the past 
ten years, has been transferred from 
Chicago to succeed Mr. Van Alstyne 
as manager of the Detroit branch of 
Hanan & Son, 40 West Adams Avenue. 





New X-Ray Shoe on Market 

DerrRoIT, Micu.—The X-Ray Shoe, 
created by D. R. Brady of Detroit, is 
about to be placed on the market. The 
shoe is being manufactured by the 
Walkin Shoe Company, Schuylkil) 
Haven, Pa., manufacturers of Dr. 
Locke’s Children’s Shoes. 

The new shoe development consists 
essentially of a fitting zone or lead 
band built into the insole, in such a 
position that it designates the proper 
position for the toes to reach when 
the shoe is fitted. 

-The metal band is impervious to 
X-rays, and is used with the modern 
type of X-ray shoe fitting machine. It 
is said to take the guesswork out of 
shoe fitting, by showing under the 
X-ray, where the toes should actually 
come when the shoe is on the foot. 

Mr. Brady is an orthopedic technician 
with the Hack Shoe Company for the 
past six years. This is his fourth in- 
vention in the orthopedic shoe field. 
Previous developments, all successfully 
being marketed, include the Fut-Toe- 
Graph, the three-flanged innersole shoe, 
and a manufacturing process for neu- 
tralizing the acid basis of leather, to 
prevent the formation of fungus likely 
to cause athlete’s foot. 

The X-Ray Shoe idea, it should be 
noted, while designed in the first place 
for corrective shoe fitting, is readily 
adaptable to all types of shoes, at least 
of the better grades, and should insure 
wholly accurate fitting of normal shoes 


as well. 





Broeker Named Lewis 
Shoe Manager 


CHAMPAIGN, ILt.—F rank B. Broeker, 
former manager of the shoe depart- 
ment in Block and Kuhl Co. in Quincy, 
Iil., is now manager of the shoe depart- 
ment of W. Lewis and Company here. 
Mr. Broeker, in a recent buying trip 
to the Monthly Shoe Buyers Day held 
by the Chicago Shoe Travelers at the 
Morrison Hotel in Chicago, stated that 
they look forward to one of the best 
Fall seasons in history. Champaign, he 
pointed out, is the home of the Uni- 
versity of Illinois which expects one 
of the largest enrollments in its his- 


tory. 
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SELL THOSE WINDOW SHOPPERS 
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FALL PRICE TICKETS 


Imprinted Prices on Colorful Seasonal Designs 
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Colorful price tickets in The size—1'p” x 234” —is 
—— - denomi- 6 Dozen large —_ . a the 
nations will dress up your eye, and small enough to 
displays, and make selling $1.10 give the shoe prominence. 
easier. Blank tickets, show- The tickets are attached 
ing the design only, are 12 Dozen neatly to any part of the 
also available. $ 2 00 shoe with our Price Ticket 
We have in stock a com- Clips which are priced at 
plete selection of designs $4.00 per gross—$2.25 per 


and color combinations. 
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We will send a circular showing actual samples, at your request. 
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WRITE FOR DETAILS OF OUR ANNUAL SHOW CARD SERVICE 


COLORFUL AND EFFECTIVE SERVICE | MONTHLY CARDS HOLDERS 
SHOW CARD AND PRICE TICKET 
SERVICE ... New and seasonal dis- 
play cards and harmonising price 
tickets every month with informa- 


tive messages on style notes, value, 
quality, service, etc. Exclusive fran- 


chise ‘baste. WRITE for samples 


and further information. 


No. | $5.00 12 6 
No. 2 4.00 8 4 
No. 3 3.00 6 2 


" Ne. 4 4 
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ck ie it will take a‘ foot 


‘A small difference in the fibre structure of two leather soles can mean a big dif- 
ference in the service they give. Two soles may look alike, but the different fibre 
structure of one may cause the shoe to fail the foot it is on — prematurely. 


PHOTOMICROGRAPHS  tnrow tight on*Fibre Sorting” 


Take a look at what these enlarged pictures show. They were taken at a fa- 
mous university to prove the difference in internal fibre structure between two 
soles that are not closely matched. They will react differently to wear—there- 
fore the service they give will not be alike. 

The only way to be sure of equal serviceability is to sort from the inside out 
—the way England-Walton does. England-Walton sorters can do almost as good 
a job in matching fibre structures as the camera could. Their accuracy in iden- 
tifying and matching the fibre characteristics of sole leather results in more 
equal arch support, equal flexibility, more even resistance to wear with England- 





Walton soles. 
Manufacturers and retailers both see the value of fibre-sorting. Why not send 


for our new booklet “Men with Magnifying Eyes”? 


ENGLAND WALTON DIVISION, A. C. Lawrence LEATHER COMPANY 
Boston New York Philadelphia Chicago St.Louis Milwaukee San Francisco 





4 ENGLAND WALTON fect 


CUT SOLES ann SOLE LEATHER + . PURE OAK BARK TANNED 
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foc news. 


THIS WEEK IN THE SHOE TRADE 


Saturday, August 13, 1938 
. 


Natienal News 





N. ¥, Shoe Retailers to Meet in Syracuse Production Continues Decline 





New York State Shoe Retailers Association to Hold 20th 
Annual Convention at Hotel Onondaga, September 18, 19, 20 


—Retail Problems to Be Discussed in Open Forum 


Syracuse, N. Y.—“To solve some of 
the puzzling problems of the retail shoe 
business and to exchange views and 
opinions openly, honestly and freely, 
will be the endeavor of the Twentieth 
Annual Convention of the New York 
State Shoe Retailers Association, to be 
held at the Hotel Onondaga, Syracuse, 
on September 18, 19 and 20,” explained 
Ernest N. Park, chairman, in outlining 
plans for the coming meeting. 

Mr. Park was one of a group which 
is now seriously referred to as “The 
Old Guard,” shoe men from all parts 
of the state who helped to form this 
association in Rochester on February 
19, 1919. He was chosen the first presi- 
dent and at the convention in July of 
that year, he was reelected president. 
Since that time, Mr. Park has worked 
hard and steadily in various functions 
of the association as have Jesse L. 
Patton, William Pidgeon, Harry H. 
Phelan, Mott B. Hughey, C. R. Strange, 
Henry M. Smith, E. P. Elitharp, T. 
Arthur Cohen and Charles E. Knox. 
All of these men have been either 
directors or former presidents and all 
are working with Mr. Park on plans 
to make this coming convention of the 
association the best yet held. 

Mr. Park held a meeting of the 
convention executive committee recently 


and discussed the program and other 


details of the coming convention. E. A. 
Beaumont, president, and ex-presidents 
Patton and Pidgeon were present as 
well as members of the Syracuse local 
committee. 


The President’s Dinner will be held 


on Sunday evening, September 18, im- 
mediately following the annual meeting 
of the board of directors. This will 
afford an opportunity for officers and 
directors to get together and exchange 
views on current shoe problems. 

John Slater of J. & J. Slater, New 
York, will preside at the dinner and 
it is expected that he will again be 
unanimously reelected chairman of the 
board on Tuesday, September 20. Presi- 
dent Beaumont has appointed a com- 
mittee on nominations, but nominations 
may also be made from the floor. John 
R. Laycock is in line to head the asso- 





DATES TO REMEMBER 


Monthly Shoe Buyers Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Ill... Aug. 29, 30, 1938 


Official Leather Opening, Tanners’ 
Council of America, and N.S.R.A. 
Style Conference for Spring, Wal- 
dorf-Astoria Hotel, New York 

September 12, 13, 1938 


20th Annual Convention, New York 
State Shoe Retailers’ Association, 
Hotel Onondaga, Syracuse, N. Y. 
September 18, 19, 20, 1938 


National Industrial Stores Association, 
12th Annual Convention, Hotel 
Netherland-Plaza, Cincinnati, Ohio 

September 19, 20, 21, 1938 


Shoe Manufacturers’ Spring Opening, 
E. A. Richardson, Manager, Hotel 
New Yorker, New York 
December 4, 5, 6, 7, 1938 


National Shoe Fair, Hotel Stevens, 
Chicago, Ill January 3, 4, 5, 6, 1939 


Joint Convention, Southwestern Shoe 
Travelers Association and Texas- 
Oklahoma Shoe Retailers’ cer a 
tion, Gunter Hotel, San Anton 
Texas January 15, 16, 17, 18, 1939 


Annual Convention, California Shoe . 
Retailers Association, Hotel Bilt- 
more, Los Angeles, Calif. 

June 12, 13, 14, 1939 





ciation for the coming year. 

Two men, prominently known in the 
shoe field, have been invited as speak- 
ers at the banquet to be held on the 
second day of. the meeting. President 
Beaumont will preside at this banquet. 

The management of the Hotel Onon- 
daga has already received registrations 
for rooms from more than 80 shoe 
salesmen and this number is fast in- 
creasing, giving promise that nearly 
double the number of lines will be 
shown at this coming meeting than 
there were at the previous showing. 
Contrary to the practice of other asso- 
ciations, the New York State group 
makes no charge for exhibitors as the 
association is not operated on a profit- 
making basis. 





PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS, OTHER THAN RUBBER 
oo pane JUNE 1090 
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Washington, D. C.—Statistics on the 
production of boots, shoes and slippers, 
other than rubber, for June, 1938, re- 
leased by the Bureau of the Census, 
Department of Commerce, indicates a 
decrease of 12 per cent from May, 1938, 
and of 22.6 per cent from June, 1937. 
In the semi-annual period, January to 
June inclusive, 1938, shoe production 
showed a decline of 21.5 per cent or 
50,036,728 pairs, as compared to the 
corresponding period last year. 

Men’s dress shoes showed a decline of 
24.6 per cent or 10,880,956 pairs in the 
six-month period this year as compared 
with the same period in 1937; men’s 
work shoes, 29 per sg or 4,183,167 
pairs; women’s shoes, 12 per cent or 
9,875, 350 pairs; youths’ and boys’ 
shoes, 26.7 per cent or 2,654,953 pairs; 
misses’ and children’s shoes, 21.7 per 
cent or 5,226,703 pairs, and infants’ 
shoes, 20.7 per cent or 2,738,034 pairs. 


Anticipates Good Fall 
Business 


DETROIT, MicH. — Improvement in 
conditions is anticipated for Fall by 
Steven J. Jay, manager of the men’s 
shoe departments at R. H. Fyfe and 
Company. Commenting on Fall fash- 
ion trends for men, Mr. Jay noted: 

“IT am looking forward to a fine busi- 
ness in Norwegian or grained leathers 
for Fall. These are coming especially 
in heavy double soles and wing tips, 
according to our buying policies at 
least, and are expected to go particu- 
larly well with boys going away to 
school.” 
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Little Change in Hamilton-Brown Setup 


New Plan of Operation Calls for Little Change in Sales and 


Marketing Setup—Company to Continue Production 
of Specialty Lines 


St. Louis, Mo—W. L. Collins and 
Edward Morris, new president and 
vice-president respectively of the 
Hamilton-Brown Shoe Company, an- 
nounce that their new plan of opera- 
tion calls for little or no change in the 
sales and marketing setup. They will 





W. L. COLLINS 


continue to produce specialty lines in 
the various price levels backed up with 
in-stock service. In both the men’s and 
women’s shoes, their lines will cover 
the $3.00, $4.00, $5.00 and $6.00 fields. 
The growing girls’ line will range from 
$2 to $4.00 retail. In addition, the 
children’s line of Twinkies is to be re- 
vived and marketed to retail from $1.00 
to $3.00. 

Mr. Morris states that the company’s 
valuable names, American Lady Shoes 
and American Gentlemen Shoes, will 
be used to identify strong lines of mer- 
chandise and will be given active pro- 
motion. 

Hamilton-Brown at present is travel- 

ing forty-eight salesmen and plans call 
for additional road men as the business 
grows. The new Fall catalog is now 
being rushed to the printer. Approxi- 
mate mailing date is August 20. 
. Although it has been rumored that 
the Collins & Morris Shoe Company 
will .be merged with the Hamilton- 
Brown Shoe Company, Mr. Collins 
states that at this time no such move 
is contemplated. 

Recently, Time magazine recorded 
the meteoric rise of Collins & Morris 
under the title “Long Shoe String”— 
as follows: 

“At 14, William Lee Collins liked 
the looks of the shoe business. His 





father was foreman in a shoe factory 
and St. Louis was a shoe town. So 
Willie Collins left school after the 
eighth grade and went to work for 
International Shoe Co., neatly inking 
the edges of soles for $3.00 a week. 
Last week, at 36, as he settled down 
to his new job as president of Hamil- 
ton-Brown Shoe Co., oldest in the Mid- 
die West, the shoe business still looked 
good to him. 

“When Hamilton-Brown was in its 
heyday 20 years ago, Willie Collins 
was inking leather and going to night 
school. In one factory and another, he 
later became assistant foreman, super- 
intendent. Five years ago, while 
Hamilton-Brown was enjoying a brief 
respite between losses, Shoemaker Col- 
lins took a shoe string of $1,500 which 
he had saved, and with a young shoe 
designer named Edward W. Morris, 





EDWARD MORRIS 


founded Collins-Morris Shoe Co. at 
Marine, Mo. (capacity: 400 pairs of 
children’s shoes a day). Six weeks 
later, with a bank balance of $22 and 
a $300 payroll to meet, William Col- 
lins borrowed $300 on his car. Then 
sales began to pick up and Collins- 


Morris eventually moved to St. Louis. 


It now has three plants which upped 
their business in the first half of 1938 
54 per cent over the same period last 
year. 

“With his own company on a sure 
footing, ambitious William Collins last 
Spring took a look at wobbly old 
Hamilton-Brown, which had lost $6,- 
000,000 in ten years, was then in re- 
ceivership. Deciding he could get it off 
its uppers, he organized a syndicate 
and bought control.” 
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Buffalo Retailers Planning 


Outing 

BuFFALoO, N. Y.—The Buffalo Shoe 
Retailers Association is furthering 
plans. to make their coming 29th an- 
nual outing the largest and best yet 
held. Jack Jacobs, president of the 
association, has held several meetings 
with the 100 odd members and com- 
mittees, date, place and program of the 
affair have been decided on. 

This year’s affair will be held on 
Wednesday, August 17, at Walker’s 
Grove, on Wherlie Drive, Williamsville, 
N. Y. This location affords more 
spacious grounds, enabling them to 
handle a larger crowd, and has many 
facilities for fun and frolic. 

The program will begin at 12 noon 
and last until midnight, making it an 
all-day round of enjoyment for every- 
one. The opening event will be a ball 
game between Buffalo and Rochester. 
At the present time the Buffalo team 
is far ahead in victories, but the 
Rochester nine have vowed to stop this 
run this year, which should make it a 
very interesting game to watch. Earl 
Chamberlain, local retailer and former 
professional ball player, will umpire 
the game. Following the ball game, 
other events will include a hole-in-one 
golf tournament, horseshoe pitching 
contests, tug-of-war, foot races, arch- 
ery, tennis and badminton. 

Many prizes have been donated for 
the winners of the various events and 
competition will be keen. 

A buffet luncheon will be served con- 
tinually during the day and a chicken 
dinner will be held at 6:30 pm. A 
local band, featuring a singing quartet, 
will furnish music during the evening. 

All state officials of the New York 
Shoe Retailers Association have been 
invited and are expected in a body, 
along with the wholesalers and retail- 
ers from all sections of western New 
York State. 

Fred Manning has been appointed 
general chairman of the affair and his 
various committees have been named 
as follows: 

Prizes: Clarence Lanich, Oliver La- 
Reau, M. Santercole and Carl Hoff- 
man. Finance: George Seifert, Jack 
Jacobs, J. Schaetzer and R. Homes. 
Athletic: R. Homes, B. Etkins, E. 
Schellerman and Oliver LaReau. 





Connor to Open New Store 


DAVENPORT, IOwA—The Connor Shoe 
Co., a new organization headed by 
C. H. Connor, connected with the sales 
end of the industry for many years, 
will open a store at 114 West Second 
Street early this Fall. 

Experts of the Selby Co., whose lines 
will be among those handled by the 
store, are cooperating with a Daven- 
port architect in remodeling plans. 

Mr. Connor has been manager of 
shoe departments of the Petersen 
Harned Von Maur store for the last 
six years and prior to that time was 
connected with the Utica Co. 
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HEADQUARTERS 
FOR SUCCESS 


Successful business men appreciate the 
need for modern comfort and conve- 
nience when they travel. And so, al- 
most invariably, they stop at The Ben- 
jamin Franklin when in Philadelphia. 
e For The Benjamin Franklin is Phila- 
delphia’s modern and convenient ho- 
tel. 1200 big comfortable rooms. Food 
that tempts the most travel-harrassed 
appetite. Service that soothes travel- 
jarred nerves. Rates that fit every travel 
budget. e Try The Benjamin Franklin 


yourself the next time! 


The BENJAMIN FRANKLIN. 
Philadelphia 


SAMUEL EARLEY, Managing Director: 
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PROFESSIONAL TAP DANCE SHOE 
NOW WITH 


DUCHESS HEEL PLATE 


NEW HEEL PLATE 
Vv 





A 
TOE PLATE 


No. 101 Patent Chrome Leather 


Sizes 8144-12 Band C.................. $1.40 
1k, Sa aenG:.........-.. 1.40 
SGA Wank. .........-...:. 1.50 

No. 103 White Side Leather 
Sizes 844-12 Band C.............. ... $1.40 
124%-3A,BandC................ 1.40 
Re GA, Bane c...............: 1.50 


Note: Professional toe tap and heel plate at- 
tached to all size runs. 














DAVID T. NATHAN 


138 LINCOLN STREET, BOSTON, MASS. 
SOLE DISTRIBUTOR 








Austrian Refugee 
Asks Assistance 


New York — A letter has been re- 
ceived in the Boor AND SHOE RECORDER 
offices here from a young woman in 
Vienna, who, because of her religious 
affiliation, is compelled to leave her 
country. She would like to come to 
America, but she knows no one in this 
country who will sign an affidavit for 
her. 

For many years this young woman 
was in the employ of one of the most 
important shoe manufacturing and re- 
tailing concerns in Europe, in whose 
services she held a confidential and 
highly responsible position. Testimoni- 
als from this concern attest to her abil- 
ity and fine character. She is an excel- 
lent linguist, speaking English, Italian 
and German fluently. 

Any person or firm who cares to 
offer help or suggestions to this young 
woman should write to Everit B. Ter- 
hune, Boot AND SHOE RECORDER, 239 
West 39th Street, New York City. 





Selva and Sons Move Store 


NEw YorkK-—Selva and Sons, Inc., 
retailers of theatrical shoes and acces- 
sories, have moved their business to 
new and larger quarters at 209 W. 48th 
Street, just off Broadway, this city. In 
their new location, they occupy a1 en- 


Interesting Windows Sell Boys’ Shoes 





POSE a 





Charleston, S. C.—Matthew A. Condon, owner of Jas, A. Condon & Sons, here, 
is a firm believer in the fact that a window display, designed to attract boys, will 
sell boys’ shoes. One of his recent displays which attracted much attention was 
the one shown here in which his line of Skyrider shoes for boys was shown 
against a background of photographs of all the pilots that are flying into 
Charleston on the Delta Air Line. At the top is a large photo of one of the line’s 

planes, taken at the municipal airport. 





tire floor with over 5000 square feet of 
floor space. 

A fully-equipped workshop makes 
possible a “while-you-wait” service for 
all kinds of theatrical footwear repairs. 


Carrying a stock of over $30,000 worth 
of theatrical footwear and accessories, 
Selva and Sons, Ine., specialize in fit- 
ting any type of foot and filling any 
unusual demand in their line. 














Men's Shoes 


“HIGHEST GRADE ONLY" 


EAST WEYMOUTH, MASS., U. S. A. 








GREAT 
EASTERN 
SHOE CO. 





oso coe! 








Turn Shoes 


Ci ein end 





tT IT 


KUSH-IN-EZE 
HAND TURNED FOOTWEAR 
IN STOCK 






e L. B. EVANS’ SON CO. e 
WAKEFIELD, MASS. 








Women’s Shop Reopens 


New ORLEANS, La.—The Parisian, 
New Orleans women’s shop located at 
1027 Canal Street, reopened recently 
following the completion of remodeling 
and enlarging the store. The second 
floor, formerly a mezzanine and bal- 
cony, has been transformed into -a 
women’s and girls’ shoe department and 
a department devoted to children’s 
clothing. I. G. Goldberg is manager 
of the store. John Williams is in 
charge of the shoe department. 


Tentative Program Announced 
for N.S.R.A. Style Conference 


New York—All program features 
are now complete for the semi-annual 
Style Conference under the direction of 
the National Shoe Retailers Associa- 
tion, in conjunction with the Opening 
Showing of American Leathers for 
Spring and Summer 1939, by the Tan- 
ners’ Council of America. The two-day 
Conference and Leather Show will con- 
vene at the Waldorf-Astoria Hotel, 
New York City, Monday and Tuesday, 
Sept. 12 and 13. 

The plans for the coming conference 
include basic features which have 
never before been used, and that part 
of the program which will be devoted 
to costume coordination for the Fall 
and Winter seasons will be of especial 
interest and benefit to retailers. These 
presentations will be made by some of 
the country’s leading designers and 
fashion authorities. 

Some plan of restricting attendance 
may be necessary because of the tre- 
mendous crowds at recent conferences. 
However, members of the various 
organized branches of the Shoe and 
Leather Industry are most cordially in- 
vited to attend. Complete details of 
the program will be announced in the 
near future. 

Albert Wachenheim, Jr., of Imperial 





Alfred Vamos at Venice 








Alfred Vamos, noted designer and inven- 
tor of stretchable leather, with his wife, 
feeds the pigeons at world-famous St. 
Mark’s Cathedral. Mr. Vamos went to 
Europe to arrange for the production 
of stretchable leather in that continent 
and is visiting the principal shue centers 
on a combined business and pleasure 
trip. He also is gathering first-hand in- 
formation as to the style situation from 


Milan, Florence, Rome, Vienna and 
Budapest and expects to return to this 
country about the end of August. 


BOOT anv SHOE RECORDER, August 13, 1938 












THE 
FOUNDATION 
LINE 


These scientifically construct- 
ed hard soled shoes for the 
young walkers are built over 
three different lasts, fitting 
equally well the narrow, av- 
erage or chubby foot. They 
come in sizes 2 to 8, and 
bear the name mothers know 
so well—''Mrs. Day's 
Ideal." They are the 
"foundation line’ of 
leading children's shoe 
departments  through- 
out the country. 


MRS. DAY'S 


IDEAL BABY 
SHOE CO. 


Danvers, Mass. 






















FLEXIBLE svit: 





STOCK Ne. 561 











Shoe Store, New Orleans, La., is chair- 
man of the Women’s Shoe Style Com- 
mittee; George B. Hess of N. Hess’ 
Sons, Baltimore, Md., is chairman of 
the Men’s Committee, and Mrs. Mary 
Brouwer Finley of S. J. Brouwer Shoe 
Co. of Milwaukee, Wis., is chairman 
of the Children’s Committee. 

The chairmen of these committees 
are personally directing the prepara- 
tory work for the meetings of their 
respective committees. 

L. E. Langston, executive vice-presi- 
dent of the National Shoe Retailers 
Association, is general chairman of 
the Style Conference Arrangements 
Committee. 





New Children’s Shoe Catalog 


PHILADELPHIA, PA.—J. Edwards & 
Co., here, manufacturers of children’s 
shoes, have recently issued their new 
catalog of stock styles for Fall and 
Winter. 

Comprising 68 pages, the book is 
very attractively printed in black and 
a deep wine shade. Shoes and de- 
scriptions are printed in black and 
covers and page illustrations are in 
color. One shoe only is shown on each 
page with its description and this fact 
makes the book a very easy one to 
order from. Accompanying each shoe 
on the page is a different picture of 
child-en at their various occupations. 
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Sales Increase Despite Slump 


[CONTINUED FROM PAGE 28] 


know his clientele and exhibits marked 
ability in management and salesman- 
ship which fully explains why a sub- 
stantial gain was noted so far this year 
over 1937 by three stores regardless of 
the several months of business reces- 
sion recently experienced. 

E. B. Eldred, managing owner of 
the Eldred Shoe Co., 814 Eighth Street, 
was found by this correspondent check- 
ing up his stock of white shoes in the 
display window, making mental inven- 
tory of the unusually small amount of 
goods left for a Summer clearance and 
deciding that a very small newspaper 
ad would take care of all his surplus 
white shoes. Mr. Eldred attends to all 
the buying and assists in the sales as 
well, so he feels he must know every 
available Summer shoe remaining in 
stock in order to make speedy work 
of his very meager sale resulting from 
a rather successful *turnover of Sum- 
mer stock. According to Mr. Eldred 
the Spring and Summer seasons have 
been ahead of the same period last 
year. He is figuring on a good Fall 
season in black suedes for dress and 
brown calf for street wear. 

Mr. Eldred’s store has been a shoe 
location for more than 12 years, seven 
of which have been under the present 
ownership. Specialty of this store is 
the narrow widths for men, women and 
children. A large stock of house slip- 
pers and hosiery is carried also in his 
extensive stock but in all, women’s 
shoes are his chief stock in trade. Ad- 
vertising is carried on consistently in 
the newspapers and by direct mail in- 
closures, 

Clientele at Eldred’s is largely the 
college student and society woman type. 
Rural trade is less in volume. The 
average Teacher’s College student pays 
about $3.95 for her shoes. This is dif- 
ferent from the type of shoe demanded 
by the university student at Boulder 
whose budget is on the whole much 
greater than that of the Teacher’s Col- 
lege attendant. 

The average student and housewife 
will wear about four pairs of shoes a 
year, three dress shoes and one pair 
for street. In house slippers she aver- 
ages two pairs a year. 


Allen’s Shoe Store is next door to 
Eldred’s at 816 Eighth Street, a unit 
of the Allen chain stores which has 
operated there for five years. 

H. L. Cohen is in charge of the store. 
He was formerly connected with 
Allen’s at Colorado Springs. Two as- 
sistants help carry on the work of the 
Greeley store. 

Mr. Cohen sells largely to the rural 
demand and his average consumption 
of shoes is high. He attributes this to 
the sandy nature of the soil which is 
very destructive to shoes. The loca- 
tion of the store is in the business cen- 
ter of one of the most productive agri- 





cultural areas in the United States 
where the natural wear and tear of 
shoes can well afford to be met. The 
farmers from this center of the world’s 
largest irrigated areas buy cheerfully 
as the need demands. 

At Allen’s the average man buys 
about three pairs of shoes at a cost 
of $4.00. Women’s shoes average about 
$3.00 and are purchased at the rate 
of six pairs per year by the average 
woman. Suedes in black have been the 
top sellers here for the past year. Black 
patents for children are first and sell 
for an average price of $1.98. As high 
as six pairs a year will be sold in 
children’s shoes to an individual child 
customer. 


Munsell-NU-WAE Shoe Co., 811 
Eighth Street, is directly across the 
street from Eldred’s and Allen’s. Wal- 
ter Wolford is beginning his sixth year 
as manager here. This store has a 
well equipped repair shop in the rear 
employing two full-time workmen. 

The specialty at NU-WAE is chil- 
dren’s shoes featuring Red Goose shoes. 
Over 30 per cent of the sales volume 
is derived from the sale of this par- 
ticular shoe. The manager caters to 
the children by carrying a showcase 
full of toys for them as they come into 
the store. No child leaves without 
being presented with a gift. 

Among the 76,000 persons served in 
this trade area Mr. Wolford finds that 
his average woman customer buys four 
pairs of shoes a year at a cost of $5.00. 
Shoes for men range from $3.50 to 
$8.00 and average $5.00 per individual 
sale. Four pairs of shoes a year is the 
demand in women’s shoes and the same 
number holds for children whose aver- 
age cost is $2.50 per pair. 


Smith’s Shoe Store is several blocks 
removed from the three Eighth Street 
shops and is located at 926 Ninth Ave. 
Here J. Walter Smith, managing pro- 
prietor, is assisted by George Cox, as- 
sistant manager and Greeley’s oldest 
shoe salesman from point of service, he 
having done 30 years of successive shoe 
service in this county seat of over 
14,000 population. His staff consists 
of three persons during most of the 
year. 

Only women’s shoes are carried at 
Smith’s for Mr. Smith finds the volume 
of shoes necessary to properly fit 
women is gigantic and all that he 
wishes to undertake. He has at all 
times over 100 styles of 7’s in triple 
A’s alone as an example of what he 
considers proper stock for his sales. 

A diploma in Orthopraxy above the 
archway leading to the shop for 
mechanical adjusting of metatarsal 
corrections shows that Mr. Smith is an 
expert in shoe fitting. A sale in his 
estimation is secondary to the correct 
fitting of the shoe. His 23 years of 
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Store Fixtures 
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HOWELL 
CHROMSTEEL FURNITURE 
FOR SHOE STORES 





Your customers will like the modern style 
and comfort of Howell Chromsteel. You'll 
like the way it looks and wears.Write for 
Catalog of Shoe Store Equipment now. 


HOUSE 


Slippers 






ST. CHARLES 
[LLINOTS 










HAND CRAFTED 
FULL LEATHER 
LINED 


ALL COLORS 








DANVERS SHOE Co, “* 0°" 











experience have resolved into one 
policy, the correct fitting of the foot, 
and nothing will vary that view point. 


The Greeley Dry Goods Store, J. C. 
Penny’s, The Meyer and the reorgan- 
ized Moody dry goods stores all carry 
interesting shoe departments suited to 
the needs of this outstanding educa- 
tional, cultural, and progressive busi- 
ness center of Greeley which serves as 
the splendid commercial outlet for the 
rich productive region of Weld County. 
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Children's Footwear 


OO FF Eh EO 


Mondl Zipper Bootee 
Fast Selliag - - Profitable! 
for eer and Misses 
781—For Children. Sizes 
Leath- 


So. Kid with Patent 
er, Wombat, or ag pe 
Oak 


uffs. 
Sole (very flexible). $ 
Red, Blue, Brown or Green. 
No. 782—Same for Misses. 
Sizes 11-3. 
je. 88i—For Children. Sizes 
e190. Sheepskin with Wombat 
Collar. Oak Leather Sole 
{rors flexible). 
882 — Same for Misses. 
In-Stock Smee 11-3. 


Samples and prices on request 
MONDL MFG. CO. 
Oshkosh, Wis. 
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Riding Boots 
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New Line Meets Ready 


Acceptance 


BALTIMORE, Mp.—An addition to the 
new line for the Fall season that is 
just now being presented on the road 
by the salesmen of D. Myers & Sons of 
this city, is, according to Elkan Myers, 
of the house, the one feature necessary 
to round it out completely. The new 
line has been named “Tailored Tread,” 
and is designed for wear by those 
women who, by nature of their work or 
preference, are on their feet the greater 
part of the day. The shoe has arch fea- 
tures but is made to meet style require- 
ments, and so meets the needs of the 
style-conscious woman who none the 
less requires shoes of this type. A 
variety of striking models are shown 
in the line, and, according to Mr. 
Myers, both the organization and the 
sales force are anticipating a cordial 
reception for “Tailored Tread” shoes. 


To Represent Display Firms 


in South 


Str. Louis, Mo.—Karl Kneis, former- 
ly display manager for Stix, Baer and 
Fuller, this city, where he recently won 
the grand prize in the All-American 
Display Competition recently held in 
Washington, D. C., has resigned his 
position with that firm and will repre- 
sent Lilian Greneker Studios, New 
York; Display Products, St. Louis; 
and Oltman’s, Omaha, Neb., three well- 
known display houses, in the Southern 
states. 





Brown Restores Half of 


Wage Cut 


St. Louis, Mo.—Restoration of 50 
per cent of the wage cut which the 
Brown Shoe Company found necessary 
to put into effect on last April 1, was 
announced recently by John A. Bush, 
president of the company. The wage 
restoration will take effect on Aug. 15. 

Although business has not returned 
to its former levels, Mr. Bush pointed 
out that his company was willing to 
take the risk on the present busi- 
ness trend and grant this increase to 
its employees immediately. The in- 
crease applies to everyone in the 
Brown Shoe Company’s organization, 
including office employees as well as 
factory workers. Brown is the first 
of the western shoe manufacturers to 
restore a part of the wage reduction 
which had been placed in effect. 

“Effective as of Aug. 15, on behalf 
of the Brown Shoe Company,” the 
statement read, “we wish to announce 
that we will restore to everyone in the 
organization one-half of the wage cut 
which the company found necessary to 
put into effect on April 1, 1938. 

“Business has not returned to its 
former level, but the company is will- 
ing to take the risk at this time on the 
present business trend and give to its 
employees immediately this increase. 
We hope, if our expectations are ful- 
filled and if good business does return, 
to be able to make up the entire 10 per 
cent. 

“We are the first of the western shoe 
manufacturers to give back to our 
employees a part of the reduction 
which we heretofore put into effect. 
We know, as do you, that the only way 
we can continue to make shoes and you 
find employment, is on a mutual basis, 
and this is the reason why at this time, 
at the earliest possible opportunity, we 
are giving you back a part of the de- 
crease which we found necessary to 
make April 1, last.” 





N. E. Leads Country in 
June Production 


Boston, Mass.—The New England 
shoe states led the country in produc- 
tion during June with an output of 
8,201,252 pairs, a decrease of 18 per 
cent from June, 1937, as compared to 
a reduction of 23 per cent registered 
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RIGHT NOW 


@ 


NAP-SUEDED LEATHER 


Low cost... . long wear... 
the ideal nap-sueded leather 
for sport, spectator, and all 
out door wear. Ask your 
manufacturer. 


@ 
SLATTERY BROS. 


TANNING COMPANY 


210 SOUTH ST. TANNERIES 
BOSTON, MASS. SALEM, MASS. 











in all states during that month, accord- 
ing to an analysis made by the New 
England Shoe and Leather Associa- 
tion based on statistics just released 
by the U. S. Bureau of the Census. 

Massachusetts followed New York 
with an output of 4,684,483 pairs, com- 
pared to a total production of 5,608,802 
pairs for the latter state. Shoe output 
for Massachusetts represented a decline 
of 20 per cent from the same month a 
year ago. Output in Maine showed a 
loss of 5 per cent over production in 
June, 1937, while the drop in New 
Hampshire equalled 24 per cent in 
this period. 

For the six months period, January 
through June, the New England shoe 
states produced 68,962,413 pairs, or 
12,000,000 pairs less than in the same 
period a year ago. Losses made in this 
period by the individual states were 
21 per cent for Massachusetts, 7.5 for 
New Hampshire and 6 per cent for 
Maine. 


H. E. Kandel Named 
Gertz Buyer 


JAMAICA, L. I.—Harry E. Kandel has 
been appointed buyer of all shoes at 
the Gertz Department Store, here. Mr. 
Kandel was formerly shoe buyer at the 
Smith-Murray Company, Bridgeport, 
Conn., and previous to that he was with 


The Hub in Baltimore, Md. 
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Allied Shoe Products 
to Exhibit 


New YorK—A galaxy of new styles 
and new products for shoes will be on 
view at the coming Allied Shoe Prod- 
ucts and Style Exhibit, which will take 
place Sept. 11, 12 and 13, at the Bel- 
mont Plaza Hotel, New York City. 

With many outstanding style organi- 
zations and producers of style materials 
participating in the Allied Show, the 
Belmont Plaza should prove a magnet 
to visiting shoemen from all over the 
country and even foreign lands. For 
here they will be able to view in a 
compact showing all the latest style 
trends and developments. More im- 
portant, shoe manufacturers will be 
able to tap new sources of knowledge 
on styles and shoe construction. 

Significant is the wide interest being 
displayed by the shoe trade in the 
Allied Show, not alone in this country 
but in Canada and other countries as 
well. 

A. C. Reuter, director, with head- 
quarters in Room 425, Marbridge 
Building, New York City, is handling 
reservations. He reveals with the 
noticeable upturn swing in business, 
bookings are increasing at a rapid 
rate. 


New Fibre Board Company 


Boston, Mass.—A corporation has 
been formed to take over the fibre 
board mill at Andover, Conn. (former- 
ly Case Fibre Co.), for the purpose of 
manufacturing counters, innersole and 
shank board. It will be under the 
management of one of the best shoe 
fibre board men in the business. 

The sale of the output of the mill 
has been placed in the hands of Wil- 
liam A. Bense of the Pratt Paper Co. 
at 1386 Federal St., Boston. 


Alfred J. Sweet 


Boston, Mass.—Alfred J. Sweet, at 
one time one of the best known shoe 
manufacturers in the country, died 
Aug. 2 at his summer home on Tupelo 
Road, Swampscott, Mass. He was 61 
years of age. Mr. Sweet retired from 
the shoe business about ten years ago 
and has since been active in Boston 
financial circles. 

He was born in Fort Wayne, Ind., 
began his business life as a traveling 
salesman, served in that capacity for 
a number of different shoe firms and 
finally acquired his own business, the 
A. J. Sweet Company, with factory in 
Auburn, Me. Subsequent expansion 
gave him factories also in Lynn, Mass., 
and in St. Louis. 

He leaves his widow, Mrs. Maude 
Webster Sweet; and two sons, Jack 
Sweet, who is in business in Paris; 
and Alfred J. Sweet, Jr., who has been 
associated with his father in the in- 
vestment business which he built up 
after his retirement from the shoe 
industry. 


Brauerman to Open New Store 


NEw York—Isaac Brauerman, well- 
known retail shoe man in this city for 
over fifty years, will open a new W. L. 
Douglas shoe store at 2618 Broadway 
on or about Aug. 24. Mr. Brauerman 
has conducted a store at 2632 Broad- 
way for the past five years but a 
steadily-growing business has made it 
necessary for him to move to larger 
quarters. 

Mr. Brauerman started the store 
which bears his name on Third Avenue 
back in the 1890’s and today, that store, 
which is operated by his brother, en- 
joys a fine reputation as an orthopedic 
shoe store. 

In his new store, he intends to carry 
a complete line of men’s and women’s 
footwear, specializing particularly in 
women’s corrective shoes. 

Theodore Seidelman, manager of the 
Brauerman store, will continue his 
duties as manager of the new store. 


Sam Wolff Returns 
from Coast 


St. Louis, Mo—Sam Wolff, presi- 
dent of the Wolff-Tober Shoe Co. and 
the Paramount Shoe Mfg. Co., has re- 
cently returned from the Pacific Coast 


[41] 


after having spent six weeks visiting 
his many friends among shoe retailers 
on the Coast. Mr. Wolff also made his 
trip an occasion for a short vacation. 


New Instep Protector 


TULSA, OKLA.—A new and practical 
little item called “Pumpads” has ap- 
peared on the market. These little pads 
are designed to fit across the instep, 
inside the stockings, and prevent the 
vamp of women’s shoes from cutting 
the instep. They are made of synthetic 
rubber, silk covered on one side. When 
moistened, the rubber side sticks to the 
skin of the foot and doesn’t move 
around the wearer’s foot. The silk- 
covered side is next to the hose and 
protects it. Small holes in the pad 
provide a suction which also aids in 
keeping them from slipping. 

These little pads were the develop- 
ment of an idea which Mrs. Margaret 
Dedman had when the shoes she wore 
cut her instep. She cut small pads 
from a rubber insole and they worked 
so successfully that her husband, Sam- 
uel Dedman, and Frank Tack, his 
partner, formed a company, the Pum- 
pad Mfg. Company, and started the 
manufacture of these pads on a large 
scale. 





Attractive New Women’s Shoe Salon 


Harrisburg, Pa.—Ernest Barbush, identified with the shoe business here for 
the past ten years, has opened a very smart women’s shoe salon with Jeanette, 


18 North Third Street. 


The salon is one of the smartest in Harrisburg. 
Individual display cases carry a complete ensemble from 
The color scheme is ivory and yellow with a dark carpet for 


with indirect lighting. 
head to foot. 
contrast. 


Mr. Barbush has added a complete line of hosiery, bags and jewelry. 


The department is arranged 


He will 


take over the shoe department of the concern in Reading in the Spring, and in 
the meantime samples of his Harrisburg stock will be taken to that city each 


week. 
of Harrisburg. 


The Jeanette Shop is a fine specialty shop catering to the smarter women 


Mr. Barbush, until recently, was manager of the Klevan Brothers shoe depart- 
ment of the William B. Schleisner Store. He had previously been manager of the 
shoe salon of the Mary Sachs Store, here, for eight years. 





WHERE 
TO 


BUY 


Gold and Silver Repairer 


|i eialiiee aiaial 








INSTIL CONFIDENCE WITH 


SHU-PRIM 
GENUINE GOLD & SILVER 
REPAIRER 


SIGNAL 


CHEMICAL CO. 
268 Northampton St., 
Boston 
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Dancing Shoes and Taps 
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FLEXIBLE TAP DANCING SHOES 


Lightening 
Step 


by 
NEW 
osco 
PROCESS 





IN-STOCK 








ica 5 eee i:30 

Sultana coaie 138 140 

Owens Suoe Co. 2S" * 
Buffalo Shoe Travelers Hold 
Style Show 


[CONTINUED FROM PAGE 30] 


Wedge soles and platform soles were 
others that met with considerable 
favor. 

Men’s lines showed a definite trend 
toward the heavier and broguey types 
with much interest being shown in the 
cordovan colors. Blacks and browns 
were nearly equal in favor with per- 
haps a slight edge being held by the 
brown shades. 

Shoe representatives who exhibited 
their lines at this show included: 
Harry I. Cohen, Albany Shoe Co.; 
H. H. Ledac, Best Shoe Co.; Nat Gold- 








Syracuse, N. Y.—The Addis Company has just completed the remodeling of 
their fourth floor where the shoe department is located. This department is fin- 
ished in pickled oak, giving a bright, clean appearance. It seats 64 people 
the stock room will rack 11,000 pairs of shoes. At one end of the department 
near the elevator is an accessory department selling hosiery and handbags priced 


at $3.95 up. 


The department gives a very colorful appearance with its off-white woodwork, 
royal blue rug and drapes, and red chairs and white benches. 

The department sells only women’s shoes. 

Ample display space is afforded at both ends of the department in the port- 
pat-lighted in color, and by open case displays at the ends of 


holes which are s 
each row of chairs. 


This is the second move in three years for this department, made necessary by 
increased business. Three years ago, the 
to a forty-eight chair section. With this new arrangement twelve more of these 

chairs may be added at any time. 
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Remodeled Addis Co. Shoe Department 











and 


department was enlarged from a twenty 





man, Brilliant Bros.; J. Mueller, 
Brown Shoe Co.; H. Tait, Converse 
Shoe Co.; Charles Stutz, Crescent Shoe 
Co.; Bob Leighton, Davidson & For- 
tune Shoe Co.; E. G. Krug, Diamond 
Shoe Co.; H. Dobrein, M. Dobrein Shoe 
Co.; C. Craney, Freeman Shoe Co.; 
F. A. Briggs, Friedman-Shelby Co.; 
Herb Nasofsky, Julius Goldstein Shoe 
Co.; H. Bromberg, Golo Slipper Co.; 
J. L. Stauffer, Goodrich Rubber Co.; 
H. Levinson, Hannahson Shoe Co.; J. 
Kimball, Hub Shoe Co.; Harold Davis, 
Hunn Shoe Co.; Ben Baker, Nathan 
Jacobson Shoe Co.; D. H. Orr, D. 
Myers & Sons, Inc.; Louis Rubin, 
Rogers Bros. Co.; F. I, Tweedy, Saks 
Shoe Co.; M. Shocket, Star Shoe Co.; 
A. Hollis, A. G. Walton Shoe Co.; J. 
Shulburt, Wearwell Shoe Co., Inc.; 
R. Smith, Weinbrenner Shoe Co.; P. 
Shank, Wohl Shoe Co.; C. M. Sanford, 
A. Sandler; M. Gluck, Nu-Way Shoe 
Co.; Charles Steinberg, J. Heilbrun- 
ner; Herbert Davis, Hiatt Shoe & Rub- 
ber Co.; B. Urdang, A. Meltzer; M. 
Yoder, Hutchinson-Winch Co.; Phil 
Buyer, H. C. Goodman Co.; S. Isen- 
stein, Fashion-Built Co.; Joe Shallant, 
Levey Bros.; R. Kirscher, United Shoe 
Co.; M. Lyttle, United Shoe Co. of 
Philadelphia, and E. L. Lamb, Tyer 
Rubber Co. 


Obituaries 


Mat Mullin 


Mat Mullin, veteran traveling sales- 
man, died of cerebral hemorrhage at his 
Summer home in Ingomar, Pa. He was 
close to 80 years of age. 

He played an important part in the 
progress of shoes in his connection with 
Rice & Hutchins and in the early ’90’s, 
in collaboration with Andrew Mc- 
Gowan of Philadelphia, and with J. M. 
Potter of Cincinnati. 





Samuel John Moore 


POUGHKEEPSIE, N. Y.—Samuel John 
Moore of Moore’s Shoe Store, died on 
Aug. 4, 1938, a veteran shoe man, be- 
loved by trade and public. He had 
looked forward to celebrating the 
100th anniversary in the business in 
which he played a part for over 50 
years at retail. 

Samuel John Moore entered the 
business as partner of his father, 
founder; and, in 1890 went into part- 
nership with his brother. In January, 
1931, he made a new partnership with 
his son, Samuel Andrew Moore, who 
now carries on. Thus the business had 
been for three generations a family 
partnership. 
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Perpetual Inventory Assures an Increased Profit 
... and Lowers Your Insurance Cost... 
Recorder Stock Record Cards Supply a Perpetual Inventory 


Do Business More Efficiently by Installing the Recorder Stock Record Card System 


MERCHANTS SERVICE DEPARTMENT 
BOOT AND SHOE RECORDER 
Pe ee Co, Cee: Sale Helps you to “buy as you sell”—to know whether each shoe 


Gentlemen: 
( )P send me samples and prices of your Stoes 


lease 
and Dally Sales Card Reserd. is paying its way with a profit, to go light on slow movers, 


to re-size frequently on wanted style and sizes. 
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QUICK HELP 
FOR SHOE 
RETAILERS 


—and more of it— 


NEW EDITION of this famous 
book makes it more than ever the 
only book of its kind; the book for 
the experienced merchant, who 
knows a good idea no matter 
where he sees it and can make it 
his own. Not only has this book 
more specific shoe ideas than ever 
presented before between two 
covers, it has hundreds more, 


adaptable. The book is— 


“2800 Retailing Ideas” 
by EMANUEL LYONS 


It is all fact—no 
theory; no long arti- 
cles to wade through; 
all "meat", concise, to 
the point; 39 longer 
chapters packed with 
practicable, proven 
successes. 





| 








It is a quick-action 
book, may be put to 
work the hour it 
reaches your hand; al- 
ways ready with the 
answer to ‘What shall 
| do next?" 





39 Chapters 
337 Pages 


It speeds sales, saves 
mark-downs, points out 
economies. It is a long- 
.00 time help—a best-buy. 
post- One idea used more 

PAID _ than pays for it. 


Please re- The more promptly 
mit with you buy, the more 
order quickly will you profit. 


BOOT & SHOE RECORDER 
239 West 39th St., New York, N. Y. 

















N.E.S.L.A. Obtains Trade 
Agreement Interpretation 


Boston, Mass. — Protesting what 
seemed to be an evasion of the trade 
agreement with Czechoslovakia as it 
affects shoe exports from that country 
into the United States, the New Eng- 
land Shoe and Leather Association has 
obtained an official interpretation of the 
provisos of the agreement which is 
somewhat at variance with the under- 
standing which has heretofore existed 
in the industry. 

Attention of officials of the associa- 
tion was called by Acting - Secretary 
Maxwell Field to the fact that during 
the first four months of this year 
Czechoslovakian shoe imports had been 
in excess of 1.25 per cent of shoe pro- 
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Displays Make Sales—And How 


[CONTINUED FROM PAGE 19] 


windows and to achieve that much de- 
sired nonchalant effect, is to roughly 
plan where the fixtures are to go, but 
never plan out in advance a detailed 
set up. All Mandel fixtures were de- 
signed to fit certain portions of the 
windows. The major fixture set is 
augmented with small pieces which are 
adaptable to many effects. 

A most important effect to get is a 
variation in the heights and shapes of 
the setups. For example, to start from 
a round base, work into a rectangle, 
triangle or some other form than a 
round one. Different height pedestals 
help in carrying out this plan. 

In our present setup, three-inch bam- 
boo, cut into nine, twelve and eighteen- 
inch pedestals, with glass or colored 
masonite tops, has resulted in some 
good shoe selling windows. All fixtures 
are made to our designs, which helps 
in individualizing the displays. 

The island windows of our stores 
always carries a special message. Dur- 
ing the regular season a color, a top 
price or even something special in heel 
heights may be featured. During the 
recent Summer sale, these island win- 
dows were telling the story of new 
Fall shoes. Every season there are 
many people who are much more in- 
terested in pre-views of the next sea- 
sons fashions that they are in what is 
left over from the present selling, even 
when the latter is at reduced prices. 

Color is the great eye-catching 
island window promotion. These large 
windows, filled with what is the newest 
color of the moment, sells us many 
extra pairs of shoes, bags and hosiery, 


for here we dramatize color, and get 
a triple play in selling all three. The 
boys on the floor at all the Mandel 
stores do a good job of selling many 
units per customer. They tell me that 
this method of window dressing is of 
material help to them in pre-selling 
their trade on the idea. 

This grouping of colors, or of lasts, 
or of patterns or even just of a certain 
type of heel, is highly important if 
what is being promoted is “hot” at the 
moment. A group of this sort is the 
best eye catcher imaginable as women 
are instinctively thinking of this very 
thing. When they see a considerable 
amount of the one color, or pattern, 
they will investigate. 

And here is a little trick on showing 
many pairs of shoes and at the same 
time doing away with the effect of 
crowding the displays. Try to trim 
the windows so they will appear to 
be very light. This can be done by 
making small groups, perhaps crowd- 
ing them a little bit, then leaving 
plenty of floor space before starting 
the next unit. This will produce a 
light looking window and_ will still 
show plenty of goods. 

The management of our stores is 
most helpful in keeping the window 
department fully posted on what goods 
are moving, what are not, what is 
coming in for the next selling period 
and why these shoes were bought. 
With all this vital information, a dis- 
play man is able to plan out his win- 
dows in complete harmony with the 
activities of the store and to do a real 
merchandising job. 





duction in this country. This fact was 
brought, first unofficially and then of- 
ficially, to the attention of the proper 
authorities in Washington; and a let- 
ter has been received from the Division 
of Trade Agreements of the Depart- 
ment of State, stating that the agree- 
ment refers only to imports within any 
given calendar year; and that no move 
to assess import duties can be made 
until imports reach a total of 4,796,000 
pairs—which is 1.25 per cent of the 
average yearly production for the five 
years of 1933-1937. In other words, 
if the Czechoslovakian manufacturers 
choose to send in the entire year’s quota 
in the first part of any year, or the last 
part, for that matter, they are perfect- 
ly within their rights provided the en- 
tire year’s imports do not exceed the 
figure set. 

A digest of the letter, signed by 
Harry C. Hawkins, Chief of the Divi- 
sion of Trade Agreements, follows: 

“I have received your letter of June 
13, 1938, stating that total imports of 
leather footwear dutiable under para- 








graph 1530 (e) for the first four 
months of 1938 have exceeded the 1.25 
per cent of the average domestic pro- 
duction for the preceding five years 
mentioned in the proviso with regard 
to the importation of these shoes which 
is included in the trade agreement with 
Czechoslovakia. You inquire as to what 
procedure is to be followed in carrying 
out this proviso. 

“The proviso in this agreement re- 
fers to imports of the classes of shoes 
included in the agreement ‘in any cal- 
endar year,’ not in any other or shorter 
period. According to the figures sup- 
plied by the Department of Commerce, 
the average annual domestic produc- 
tion of boots, shoes, and slippers other 
than rubber in the five years 1933-1937 
amounted to 383,691,739 pairs. Thus, 


the proviso would become operative 
during the present calendar year if it 
should happen that imports from all 
sources of the classes of shoes included 
in the agreement exceed 4,796,000 


” 
. 


pairs. .. 





Sy 
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Bookkeeping made so simple that a high- 
school boy would have difficulty in making 
errors of entry, if he follows the guide 
written in every-day language. 








‘TRIAL BALANCE 
































































































































































































































































































































The Most Complete Record 


of Finances in the Most Convenient Form 


CONSISTING OF: giving you at a glance your net profits over any period 


bear = Bookkeeping to date, and any detailed information you may require. 
Daily Records— 
Departmental Records— The least entries —the least work— 
ee ee of the least chance of confusion or error. 
Daily Record of Salesmen— Sales ] DAILY— Receipts 


Comparative Trial Balance— Sales Compar- “a Disbursements NEW GOVERN- 
Cloth board loose leaf binder. ison | WEEKLY, MENT RULINGS 


NTHI Itemized Over- DEMAND MORE 
$10 50 Cost of Sales ( ei Y head ryt AC- 
je Complete FIGURES Na 
Returns Net Earnings THAN IN THE 

Postage Prepaid USED IN CONJUNCTION WITH OUR STOCK AND DAILY SALES REC- PAST. 
(Check with order, please) ORD, IT GIVES THE BUSY STORE ACCURATE RECORDS OF EVERY 


Unless C.0.D. shipment ETAIL. REFILLS IN 
is preferred ONE SET COVERS TWO YEARS’ REQUIREMENTS OF AVERAGE STORE. STOCK. 


Milaets Garvan Bape | <———=@MAIL THIS TODAY 


Boot and Shoe Recorder 
209 South State Street 
Chicago, Ill. 


—Piewe vend me she rinanciat recor, | JROQOT ann SHOE RECORDER 


for which find cheek enclesed for $10.50. 
—Please send me sample sheets for inspection. 

















MERCHANTS SERVICE DEPARTMENT 
209 South State Street—Chicago, Ill. 
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SALESMAN WANTED 


SALESMAN WANTED 


POSITION WANTED 








516 West Superior Street 


The “CLINIC TESTED” Shoe 


Inquiries invited from financially responsible salesmen of proven ability inter- 
ested in selling, on commission, six men’s in-stock shoes made under patents 
of Dr. Joéhn Martin Hiss, head of the world famous California clinic where 
medicine, surgery, osteopathy, podiatry and shoes work together for the 
preservation of good feet, and the successful treatment of feet in trouble. 
The six shoes are all tested and approved by 
successful clinical experience. “CLINIC TESTED” shoes carry no _ visible 
features to identify them as “different,” yet embody the sound values in both 
rigid shank shoes and flexible types, with the foot damaging features of both 
eliminated. “CLINIC TESTED” shoes are made by a manufacturer specializ- 
ing in fine shoes for the best trade yet will retail very profitably for much 
less than ten dollars. All territories open for development except California. These 
are the shoes of tomorrow. Give references and qualifications in first letter. 


COLE, ROOD & HAAN COMPANY 


Dr. Hiss as the result of actual 


Chieage, Illinois 











SALESMEN WANTED 
To sell medium priced line of boys’ 
welts. Money making proposition for 
right men. Several territories now 
open. References required. 
Address Box No. 909 
Care BOOT AND SHOE RECORDER 
140 Federal Street, Boston, Mass. 








POSITION WANTED 


MANAGER can offer 20 years’ Chain STORE 

experience with executive ability with grow- 
ing concern. Address $916 care Boot & Shoe 
oe 239 West 39th Street, New York, 








ALESMEN—With established shoe trade to 

handle as sideline foot comfort article of 
proven merit. Liberal commission—attractive 
proposition to dealers. Some excellent terri- 
tories open. State territory, line handled, and 
references in first communication. Address Air- 
Lock Rubber Products Company, Box 312, 
Santa Ana, California. 





ALESMEN wanted to carry line of Ladies’ 

Novelty shoes for Southern and South West- 
ern states. Commission basis until established. 
Give references and previous experience. 
McBREEN SHOE COMPANY, 325 W. Mon- 
roe Street, Chicago, Illinois. 





SALESMAN with established shoe trade to 
cover Georgia and South Carolina. Our line 
consists of men’s, women’s, and children’s 
sport and dress oxfords and straps. No novel- 
ties. Straight 5% commission. Experience and 
car necessary. Shoes retail for $2.00 and $3.00. 
Address The Marco Shoe Company, 27 
Hanover Street, Baltimore, Maryland. 





ALESMAN for Bronx and parts of Brooklyn 

and Westchester for a complete line of 
children’s and growing girls’ shoes and women’s 
sports in stock. State full particulars. Address 
#914, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








FOR RENT 


WANTED: A wide awake progressive shoe de- 

partment carrying women’s novelty shoes to 
rent space. in ladies’ ready-to-wear store. Shoes 
must be popular priced. Location 100% in good 
business town of 38,000 population in Eastern 
South Dakota. Parties interested must act 
quickly as opportunity will. not be open long. 
Address 891, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 








FOR SALE 


HOE shop for sale; Old-Established better- 

class family store in fine New York suburb; 
Westchester; good location; rent $250 pr. 
month; fine fixtures; inventory about $16,000; 
price $15,000; $8,000 cash; balance $1,000 
monthly. Address #915, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 








F IXTURED Shoe Store with or without Stock. 
Suburban city. Address $911, care Boot & 
eo 239 West 39th St., New York, 


EXPERIENCED retail store man who has 
made a life’s study of the correct fitting 
of shoes and is regarded as an authority on that 
subject is desirous of getting connected with 
some high-grade store handling medium grade 
and high grade shoes. Perfectly competent to 
act as manager or expert salesman. Very best of 
references will be supplied. For further informa- 
tion address $907, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





PATENT ATTORNEY 








PATENT YOURID 
send a Sketch or Model 
of your invention for 
congoearin Z 
PM FREE srevuen PATENT cnsincen 
‘for ANY lavention or Trade Mark 
BUSINESS OPPORTUNITY 


BARGAINS AT 
AUCTION 


The New York Herald Tribune is 
now the leading auction sale news- 
paper in the country—it publishes 
more auction sale advertising 
than any other. To keep posted on 
sales which you might turn to good 
account, be sure to see the next- 
to-last page of that newspaper 
every weekday morning. 




























OULD you like to earn your present salary 
of more on spare time work? The most 
unique method of preserving baby shoes for 
book ends and mantelpiece on the market. 
Write M. E. Watson, Bellefontaine, Ohio. 





LINE WANTED 





FOR SALE—Well established Shoe Store in 

town of Eight Thousand. Good opportunity for 
right party. Address $912, care Boot & Shoe 
a 239 West 39th Street, New York, 








SALESMAN—SLIPPER—open for high grade 
soft and hard sole line for the Pacific Coast. 
Can also sell Children’s Stitchdown line as side 
line. Address $913, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


Classified advertising is payable in advance. 
[#™ Advertisements for this page must be in our New York office on Friday of the week preceding publication. “&} 
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SHOE DEPTS. AVAILABLE 


ADVERTISING COURSE 





BUSINESS OPPORTUNITY 





21 YEAR OLD BUSINESS OFFERS valu- 

able space for Men’s, Ladies’, Children’s 
shoes in modern four-Story retail establishment 
90% corner location. Floors 64 x 113 feet. 
Surkin Mercantile Company, 690 Main Street, 
Dubuque, Iowa. 


AVAILABLE—Shoe Department in active 
popular price women’s apparel store in 
substantial Southeastern Pennsylvania city and 
other good locations. Address $910, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








WANTED TO PURCHASE 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 

BARIS SHOE COMPANY, Iac. 


79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180-5181 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Etc. 
IBVIN RU 
“The House of Jobs’”’ 
89 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 








Buyers of Surplus Stocks 


We will A ow surplus or entire oe oe ef shees 
from manufacturers, jobbers or 


QUANTITY NO ousecT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 





LEARN 
a HOC 


F you are an executive, a junior 

executive, or a person with good 
background, you will find the Vincent 
Edwards Correspondence Course in 
Advertising educational: interesting: 
valuable! 


It is a high-grade course, on an im- 
portant subject, the knowledge of 
which will make you a more effective 
business person. 

It teaches how to write: it teaches 
advertising: it teaches merchandis- 
ing: it develops clear thinking on busi- 
ness subjects. It is an advanced course 
for mature people. 


Write today for the free booklet 
. . it is interesting, inspiring and well 
worth reading. 


VINCENT EDWARDS 
ADVERTISING COURSE 
342 Madison Avenue New York City 


ADVERTISING 














MERCHANTS’ NEEDS 




















MERCHANTS’ NEEDS 








INCREASE YOUR SALES 
with the original 
SHOE DOCTOR SHRINKERS 


Roller type device 


ADDITIONAL SALES are 
made when you obtain the 
confidence of your customers 
by giving those hard-to-fit- 
feet a perfect fit. Our Shrink- 
ing Devices, when used with 
our specially prepared fluids, 
give the proper fit to shoes 
which fit large around the 
top, slip at the heel, or gap 
at the sides. Any fullness 
or wrinkles in leather or 
fabric are easily shrunk 
without harm. 


$49.50 


Curved type tren 


Send your order or write for detail information. 
cial combination offer $25.00 (fluids in- 


uded in above prices) f.0.b. Indianapolis, 
tadiana. 


E. C. SMELTZER CO. 


121 E. Sist Street, Indianapolis, Ind. 


ANDERSON 


ACE 


TREE 


Easy 
to 
Sell 


5 SIZES FIT ALL SHOES 


Send for 30-day Trial pair. 
ANDERSON & C 
.. 











YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











MERCHANTS’ NEEDS 


SEND 


for a copy of our new catalog illustrat- 
ing the newest in Shoe and Hosiery 
Display Fixtures. 





Sixteen pages of suggestions vital to 
every merchant interested in increas- 


ing his sales. 


Segall & Sons 


DISTINCTIVE DISPLAY FIXTURES 
925 ARGH ST., PHILADELPHIA 





The Complete Line ef 
SHOE 
/ ORNAMENTS 
AND SPATS 


i 
Buttons ona Zippers 


Manolis Manufacturing Co. 
4248 No. Crawford Ave., 
Chicago, 11 











No Mis-Mates with Mate Marks 
e450 2450 2450 


B Rake WELLS 


Gus V. —— 45th—Des Moines, la. 
Send Free Samples and Prices 





STOP 35% MORE TRAFFIC 
More Styles In Window Without Crowding 


Display Shoes at all Angles 


Stand Your Shoes Up with the Invisible 
Shoe Balancer 


$2.50 Per Doz. Pairs 
GOODHUE & CO., 18 Dysart St., Quincy, Mass. 


PAT. PEND. 











Address 


Send me 


boxes of Shoe Balancers. 
Check C1] 





Money Order C] 













































[48] 


Small Business Men to Meet 


AKRON, OHI0O—The formal start of 
a definite, nationwide movement by 
small business men to correct evils in 
our national picture that have existed 
for a long time, will take place at 
Pittsburgh, Pa., on September 13 to 
16 next. The National Small Business 
Men’s Association with headquarters 
at Akron, Ohio, will hold a convention 
in Syria Mosque Temple in that city 
with representatives from every Con- 
gressional District in the country ex- 
pected to be present. 

The meeting will mark the first time 
in the history of America that small 
business men, acting upon their own 
urge, have come together to present 
their views, to consider the relation- 
ship between Government and business, 
and to formulate a constructive pro- 
gram of action aimed to improve busi- 
ness and reduce unemployment. Differ- 
ing from the session staged several 
months ago in Washington, this meet- 
ing will be featured by addresses both 
pro and con about leading natioral 
problems by some of the foremost 
figures in the nation. 

The convention will introduce to the 
nation a force which had its beginning 
four months before the famous Wash- 
ington meeting, for it was in Novem- 
ber, 1937, that DeWitt M. Emery, of 
Akron, Ohio, decided that continued 
repeating of the old phrase, “Some- 
thing ought to be done,” was not get- 
ting anything done. He discussed con- 
ditions with a few small business men 
and they immediately urged active ef- 
fort to improve conditions. By the time 
of the affair in Washington, their 
group had grown and expanded into a 
dozen states. 

A power and influence which close 
observers characterize as being poten- 
tially the greatest in America is to be 
unleashed. Realizing that they do the 
bulk of the nation’s business, that they 
employ more people than any other 
group and that they are closer to the 
every-day lives of ordinary citizens, 
small business men have determined to 
use their individual positions and col- 
lective strength to bring about changes 
in local, state and national affairs. 





To Continue in Same Location 


SOMERSWORTH, N. H.—Cutting has 
been started at the plant of the Free- 
man Shoe Company and work is pro- 
gressing rapidly in all the departments. 
For a short period, following the sud- 
den death of Joseph Freeman, a former 
resident of Framingham, Mass., founder 
and owner of the business, there was 
some doubt as to the future of the en- 
terprise but Mrs. Freeman was urged 
to continue the business. Orders for 
the Fall run, booked by Mr. Freeman 
himself prior to his death, and an out- 
standing order of unusual proportions 
with one of the national mail order 
houses, assured the concern a good sea- 
son. Joseph Goodman has been engaged 
by Mrs. Freeman to take charge of 
operations. 
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Mother Wants the Best For Baby ..... 


Kali-sten-iks are the Right Shoes 


So extremely flexible that even baby can bend them, 

Kali-sten-iks Baby’s Welts “Keep Good Feet 

Healthy.” Baby can now switch from soft soles to 

walking shoes and enjoy smooth comfort. They are 

fort.” built to take hard knocks. Their flexibility still pro- 
vides support, and allows freedom of movement. 
Like all Kali-sten-iks their outstanding features are 
a capital asset for your store. Feel welcome to write 
us for further information. 


“Ah! Mother bought Kali-sten- 
iks. They’re plenty light, and 


the top is cut low for com- 


One-piece seamless back Baby's White Elk plain toe high shoe for 
inside and outside. general use. Also available in other colors. 


“They really build these Kali- 


: The new Kali-sten-iks Baby Shoe is also 
sten-iks, with Seamless Back, 


made in Oxfords, Straps, and Sandals 


and the vamp is moulded, 


too!” 


“Boy! Are they flexible, but 
the sole looks like it can stand 
the gaff. This one piece 
tongue and vamp is a smart 


idea.” 


“Look in here! No metal eye- 
lets, no nails in the heels, no 
metal anywhere! Not even a 
heel pad, and everything is as 


smooth as a glove.” 


The Gilbert Shoe Co., Thiensville, Wis. 
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One-piece seamless 


vamp and tongue. 


Cork-cushioned 


flexible sole. 


Photos Posed by Ed Morgan II—Chicago 
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... There can be no compromise 
with quality, durability and com- 
fort in the proper construction of 
shoes for golf—and quality in the 
hidden parts is just as important 


as in the uppers and outsoles. 


. .. This is the reason so many 
manufacturers of sport shoes are 


? using Celastic Box Toes. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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ON HIS WAY NOW 


TO SHOW YOU 


--»PROFITABLE NEW 1939 LINES 


Once again your BALL-BAND Salesman is 
speeding your way. And once again you'll 
want to be on the lookout for him because 
you'll want to see the samples of the new 
1939 line he’s bringing with him. In the new 
Canvas Sport Shoes particular attention has 
been given to designing features that can be 
promoted profitably at popular prices. There 
are colorful, new, fabric Summerettes for the 
ladies in authentic styles and attractive prices. 


Then, too, your BALL-BAND Salesman will 
have valuable news and information about 
profit opportunities on rubber footwear for 
fall and winter. And he has an interesting 
story about BALL-BAND Leather Shoes and 
the added profits that many dealers are 
building up with them. Yes, you will find it 
worth your while to see the BALL-BAND 
Salesman and his new 1939 line of samples 
before you place your orders this fall. 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 
280 Water Street, Mishawaka, Indiana 
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STRENGTH 
SECURITY | 
ECONOMY 


UNISHANK 


BREASTLOCK 
HEEL 


UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 

The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
tigid arch support that is vitally: essential. 


Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 
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Coast to 


Coast 
SER OlG Gi) a asia 


on these 


FAMOUS SHOES 


) 


Distributors of 


CROSSETT SHOES 


~ 
FIVE DOLLARS 
AT RETAIL 


SERVICE 


to retailers from Maine to California 


For over fifty years the name Crossett has distin- 
guished men’s shoes of sound, honest value and pro- 
gressive styling . .. profitable to the retailer . . . and 
more than ordinarily satisfying to the wearer. 


Now, the Crossett distribution policy puts this re- 
spected, profitable name within easy reach of most 
retailers. As always, it stands for sound, dependable 
value and service . . . the foundations on which you 
build a successful, profitable, men’s shoe business. 

Write the nearest distributor listed at the left to 
show you the line, demonstrate to you that Crossett 
Shoes can build a steadier, more profitable men’s shoe 
business for you. 


Exclusive Foreign Agent for Crosset? Shoes 
KIRSCH-BLACHER CO. Inc., 106 Duane Street, New York City. 
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MERCHANTS 
AND 
MANUFACTURERS 
Place Orders Now! 


This National Men’s Shoe 


Week gummed posteretie is 
the official insignia for this 
1938 promotion. 


SIZE: 

2’ = 3° 
Attractively printed in two 
colors, blue and orange, on 
heavy coated gummed 


paper. 


Announcing The Official 


National Men’s Shoe Week Peosterette 


HERE’S your chance to insure your participation in National Men’s Shoe 
Week promotion now. These attractive stickers are suitable for use on 
bills, statements and letterheads, or may be used as package seals. They 
announce to America that September 10th to 17th is National Men’s Shoe 
Week. Your prompt order will be appreciated since the initial print order 
is limited. They will be ready for delivery August Ist. 








National Men’s Shoe Week Promotion 
Boot and Shoe Recorder 
239 West 39th Strect, New York 


Please Send (for delivery August 1st) 
National Men's Shoe Week Gummed Posterettes. 


++++Cheek (or Money Order) enclosed, or..........50-06 
Mail C. O. D. plus postage. 


Please Print Your Name and Address Clearly 
Please Make Checks Payable to Boot and Shee Recorder 








PRICES: 


500 .... $8.50 
1000 .... 11.00 
Each additional 1000 . . . $8.00 


~ 


BOOT and SHOE 
RECORDER 


The Great National Shoe Weekly and Sponsor of National Men’s Shee Week. 
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Wile ol D 


eee STYLC../COMFORT 


Salesmen, doctors, dentists, business men of all ages, find 
Foot-Joy shoes the answer to what to do about leg weari- 
ness. Corrective shoes? Not at all. But there is no use 


trying to hide the fact that the Foot-Joy principle of con- 


struction came about to meet present-day conditions of 
hard unyielding floors and walks. The cement age, in other 
words. But there's no apparent "medicine" in these shoes. 
The style is apparent and because the shoes are designed 


to carry a man's weight correctly, that stylish appearance 
lasts for the life of the shoe. 


You have many men in your town who will appreciate 
these facts and can pay the few dollars extra to enjoy 
Foot-Joy benefits. Sell from the catalog. We carry the 


shoes in stock for you. Most styles in sizes from 5 to 14, 


widths from AAA fo F. 


FIELD AND FLINT CO. 


Brockton Massachusetts 


“Boot Makers to Gentlemen S'nce 1857” 
Also makers, Dr. M. W. Locke and Anatomik shoes for men 


Shoes shown here are (lefttoright}) 1130-1 147-1028-1 148-1149 














sells your town and 
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business shoes... 


—for it’s the vegetable tannage that attracts 
your customers and makes them your loyal 
followers. 


This lustrous vegetable tannage, smooth- 
finished but not glazed, lends rich distinc- 
tion to custom-type shoes. The wearer en- 
joys the satisfying comfort afforded by its 
“plump” softness and pliability, which 
make it a joy to designer and craftsman as 
well. And these qualities are retained even 
after repeated doses of rain and sun. 


por as Norwegian and Eskimo Calf sell the heavier types 


Vegetable tannages expand and contract 
under wide humidity changes only one- 
third as much as most leathers—so they hold 
their shape and don’t pinch. Absence of free 
acid protects the health of sensitive feet. 


There is a Gallun vegetable-tanned leather 
for every purpose. Feature these hand 
some leathers — watch for them in mak- 
ing up your orders ... A. F. Gallun & 
Sons Corporation, Milwaukee, Wisconsin 





